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does the FOTOSETTER do better 
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HERE’S HOW... 


A quick twist of a dial changes #8 mink should be... magnificent 
leading... adds any amount of hp 
white space between lines ona 
Fotosetter photographic line 
composing machine. 

In makeup, a block of Fotosetter 
copy, whether on film or photo- 
graphic paper, is lightly fingered 
into place... any place, any 
angle...and held there by an 
adhesive backing. 


IT ELIMINATES... 

Leading of blocks of copy 

Building up white space with strip material and furniture 
Engraving flat casting of illustrations 

Sawing and mounting illustrations on based up material 
Cutting and fitting around illustrations 

Sawing and fitting copy on an angle 

Breaking up a form and distributing spacing material 
Storage. handling and making or buying spacing material 


This saves time...a lot of it... 
and money too. 
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AR goes 
for depth... 


THE SURFACE sTorY is not for AR. When it 
comes to advertising production, promotion 
and merchandising, AR takes a different 
approach ... we go for depth! AR’s editors 
dig deep and seek out the complete “how- 
it-was-done” or “how-to-do-it” story . . . and 
present it so that our readers can apply the 
information to their own special problems. 


We're going mighty deep for several fea- 
ture articles in the January AR. Here are 
some typical examples: 


e COLOR IN ADVERTISING e CAPTIVE PRINTING PLANTS e GIFT PACKAGING 


. . « AR takes a look at what's hap ..» AR investigates the causes be ... an AR exclusive telling the “be- 
pened in the past decade in the use of hind the steady decline in internal hind the scenes” story of Hiram 
color in printed advertising. printing plants. Walker's unique Christmas packaging. 


e SALES PRESENTATIONS e DISNEYLAND 


- +. @m expert tells admen how they ... how a highly successful promo 
can give added punch to their special tion campaign is drawing thousands to 
Walt Disney's new pleasure park. 
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THE MIDWEST’S OUTSTANDING 
ADVERTISING PRODUCTION, 
PROMOTION AND MERCHANDISING | 

MARKET PLACE 


Te Tnd NATIONAL 


Tai: qeadvertising 
EXHIBITS industries 


aaa EXPOSITION 
merrrrmm = JANUARY 29 teu FEBRUARY 1, 15s 
emt ee ; MORRISON HOTEL 


oy a Chicago, Illinois 
a if M ) f R a D l O SHOW HOURS: 11:00 A. M. ‘Till 9:00 P. M. 
yy | D) ie V. Sunday Through Wednesday 


The NAIE is a moving panorama enveloping more than thirty dif- Bi 
Ay @) 4 a 0) a ferent Advertising Production, Promotion and Merchandising In- 


dustries. It is a market place as well as an educational exposi- 
a ] a ~ Y if - | NY G tion. You can see actual demonstrations; preview, test and evalu- 
ate new ideas, services, equipment, materials and techniques used 


in many different phases of advertising production, promotion and 
merchandising . . . all in one trip and under one roof! 


Sk Gk A Waite For FREE ADMISSION TICKETS Today! 


YOUR : 


DEREEEW Seruice - Eguinment-Material- Techniques 
SPACE f mee 


@ EXHIBITS 
ART-LAYOUT e@ OFFSET PLATES © ENVELOPES 


@ VISUAL AIDS 
PHOTOGRAPHY DIRECT MAIL FILMS—SLIDES @ SALES AIDS 

@ PHOTO COPYING e¢ MAILING LISTS © T.V. PRODUCTION . saLrs CONTESTS 

@ DUPLICATING @ ADDRESSING © PACKAGING @ SPECIALTIES 

Py © PRINTING @ FOLDING @ LABELING @ PREMIUM GOODS 

@ LITMOGRAPHY @ BINDING @ DISPLAYS —AND MANY OTHERS! 

@ TYPOGRAPHY e@ PAPER, INKS e P. O. P. 
. 


@ ENGRAVING @ SIGNS 


WRITE PHONE , ATTENDED 


a LAST SHOW! 
NATIONAL ADVERTISING INDUSTRIES EXPOSITION 


a COREE OR tino MANY MORE 


3302 DODGE ST. — OMAHA, NEBR. —- PHONE: WEBSTER 2503 EXPECTED AT 


MARCUS W. HINSON, Associate Director THIS SHOW 
CHICAGO OFFICE: 19 SO. LASALLE ST. — PHONE: STATE 2-6337 
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-e-eand they’ve been 


10 productive years! 


Wire no intention of bragging—we report that 
the first decade at INTERNATIONAL was productive 

in many ways... Most important of all are the 
pleasant friendships we have made among PM’s in 
America’s leading advertising agencies. 


That, frankly, is just what we’d hoped would 
happen when INTERNATIONAL started in 1945 as a 
gravure service house specializing in preparing 
color positives—the same year SUPERTONE was 
organized as a subsidiary to render service in 
monotone gravure. 


Of course, we did more than just hope! We 
planned for it in the midst of the completely 
modern equipment in our plant. We impressed on 
our skilled personnel how important their “know- 
how” is in producing exactly the right positives 
to assure that reproductions will appear just as 
desired. And all this has apparently paid off 
in the successful development of our specialized 
service which offers accuracy and dependability 
in rotogravure preparation. 


If you are not, as yet, one of our friendly 
clients, ask us to prove why you should be! 


ROTOGRAVURE ENGRAVERS 
SPECIALIZING IN COLOR 


39 West 60th St. 
NEW YORK 23, N.Y. 
Phone: Circle 5-8750 


LOS ANGELES Sales Office: 122 Glendale Blvd., Phone: MAdison 6-4601 


480 Lexington Ave. 


SUPERTONE, INC. \« york 17.N¥. 


Phone: Plaza 3-9468 
ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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JUST BETWEEN US 


Creating in a Vacuum Isn't Easy 


The old theory that a copy or merchandising whiz can sit in his 
ivory tower and evolve great ideas out of thin air has been pretty well 
exploded. In its stead is the knowledge that genius is 10% inspiration and 
90% perspiration. 


But advertising agencies still complain that they often don't have 
the complete story of the client's products and problems. And producers of 
displays, direct advertising and many other services which demand creative 
effort are often given a very sketchy picture of the merchandising problem, 
in terms of competition, distribution and other factors when they are asked 
to come up with something "hot" for a particular campaign. 


One well-known agency head told me not long ago that some of his 
clients don't even invite him to sales meetings. And I have heard of crea- 
tors of vital point-of-purchase material who hadn't been made aware of the 
over-all campaign strategy of the advertiser, nor the particular merchan- 


dising problem the display was intended to solve. They had to work largely 
in a vacuum. 


Higher costs on almost all advertising and production fronts are 
forcing buyers to look for ways to stretch the value of their advertising 
and promotion dollars. I am convinced that one of the ways to do this is 
to take co-workers in the media and supply groups into the confidence of 
the buyer, so that they can sit on his side of the desk and See the strate- 
gic assignment given to each particular activity. 


A 10% to 25% improvement in creative achievement, under those con- 
ditions, would be well within reasonable expectation--and such an improve- 
ment would go far to offset higher production costs and to give the 
advertiser the full dollar's worth of results he needs to compete success- 
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GAIR container strips for selling action ! 


Talk about quick changes—in seconds, a special 
tear strip converts this Gair container into a point- 
of-sale display. 

According to Cleveland-Sandusky Brewing Corp., 
Ohio’s oldest brewery, the Gair container is an ideal 
merchandiser for their new brand of near beer. On 
the way to market and on shelves of retail outlets, 
it does a full-time promotion job for New York 
Special Brew. 

It’s easy to see why this Gair container curries 
favor all around. The special convertible feature 


climinates tedious shelf stocking for busy clerks. 
And customers never have trouble spotting the New 
York Special Brew label—its bright red and blue 
colors speak right up on the special platinum coat- 
ing of the Gair liner. 

If your product isn’t getting the display space it 
deserves —look at your shipping container. If it’s 
hard to open or says nothing for your product — 
fresh ideas on container design and printing may 
well be the answer for you, too. Write your nearest 
Gair container plant. 


YOU’RE LIVING NEXT DOOR TO THE EXPERT 
GAIR CONTAINER PLANTS: Atlanta, Ga. @ (Cambridge, Mass. © Cleveland, Ohio @ Holyoke, Mass. © Jackson, Miss. @ Los Angeles, Cal. @ Martinsville 


Va. @ New Orleans, La. @ No. Tonawanda, N.Y. © Philadelphia, Pa. @ Plymouth, Mich. @ Portland, Conn. @ Richmond, Va. © Syracuse, N.Y. © Teterboro, N.J 
gnCF 186, 


Gg GAIR 


ROBERT GAIR COMPANY, INC, e 


SHIPPING CONTAINERS © FOLDING CARTONS 


PAPERBOARD © KRAFT BAGS AND WRAPPINGS 


155 EAST 44TH STREET e NEW YORK 17, N.Y. 
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THE EDITOR'S 
NOTEBOOK 


While visiting a print shop recently 
we found a simple, little direct mail 
piece tacked on the office bulletin 
board. It read: 

“Lanston Monotype Machine Co. 
advises that you are the recipient of 
an unusual collector’s item. On page 
14 of the September issue of Inland 
Printer you will find an exquisite 
‘blooper’ which occurs very rarely 
indeed. 

“When the world leader of quality 
typography equipment misspells its 
own name in a national advertise- 
ment, it proves again that boners can 
be pulled by the best of us.” 

Actually, one of the Inland Printer 
editors caught the error in time to 
have it corrected for about half of 
the press run. But our guess is that 
Monotype made its greatest adver- 
tising impact on those who received 
the misspelled version followed by 
the attention-demanding mailer. 


>On page 75, you'll find the first in 
a series of quarterly reviews of 
trends in advertising typography. AR 
has arranged with one of the nation’s 
leading authorities on advertising 


AR Staff Changes 


Dick Hodgson, who has been man- 
aging editor of ADVERTISING REQUIRE- 
MENTS since its inception three years 
ago, has been named executive editor 
of both AR and its sister publication, 
Industrial Marketing. 

Bert Enos, formerly associate editor of 
AR, has been advanced to AR man- 
aging editor. Bette Macon, previously 
with Walter Field Co., Chicago, has re- 
placed Mr. Enos as an AR associate 
editor. 


typography, A. Raymond Hopper, to 
prepare these reviews. 

Mr. Hopper’s by-line has appeared 
over several outstanding AR articles 
on typography during the past three 
years (even though we misspelled 
his name the first time around). 
Fortunately for AR, Mr. Hopper re- 
cently retired after many long and 
fruitful years as a typographer. An- 
alyzing the hundreds of national ads 
considered each quarter would be an 
impossible “spare-time” task for 
anyone. 

A. Raymond Hopper is perhaps 
best known for “Hopper’s Type 
Tables,’ which was published in 
1938. This guide presented funda- 
mental arrangements of the “sets” of 
more than 600 typefaces, embracing 
nearly 5,000 different fonts, and has 
been a basic handbook of many ad- 
men since its publication. 


> Story-with-a-moral department 
... Bob Garrott of Rapid Copy Serv- 
ice Inc., Chicago, tells this true tale: 

A woman in one of the Chicago 
suburbs was appointed by her art 
club to take charge of producing 
their “annual.” Taking a figure at 
random, she decided they would 
spend $25 on it. A printer friend of 
the group said he would do the job 
for them at no profit, but he would 
have to have six weeks for the job 


CURUGUGERCCREUCECEGESOOROOOGEREOECEORREORCCOECRROSGOEEEECEOCCEOCOUCERSOCEOCREOGRRURURRCERCRRRCORRSCCEUCRORORCEOHERORUCCEOROCODESRRGRRCOROOROGRDORECRGGOROGRERROEES 


Display typefaces in this issue Page 19—Venus Extrabold Extended & Spartan 


779 


22—Tempo Bold & Spartan Medium; 25—Rondo, Dom Casual & Lydian Bold; 28 
Spartan Medium; 35—Spartan Black Italic; 41—Alternate Gothic G&G Spartan Heavy 
Heavy G Spartan Black; 47—Venus Extrabold 3 


Condensed & Italic; 57 


Lydian Bold & Bold Italic 


Black Italic 
-Tempo Heavy G 
45—Tempo 


Extended G&G Spartan Heavy; 5!]—Lydian Bold 
—Rondo Bold, Tempo Bold Italic G Spartan Heavy Italic; 61—Venus Extra 
bold Extended, Tempo Heavy & Spartan Heavy; 67—Lydian Bold Italic; 70 
Heavy Italic G Medium; 75—Tempo Bold, Venus Extrabold Extended & Spartan Black 
Extrabold Extended & Spartan Heavy; 83—Dom Casual & Spartan Medium; 87 


Tempo Bold & Spartan 
79—Venus 
- 


Dom Casual G 





dout kuow which 
way to tutu 7 


AS ; / 


p 
A 
Are you confused \. 
by endless details ; 
in production? Then 
let Pontiac set you 
right. Seven unified 
services, photography, 
art, color process, photo- 
engraving, lithoplate service, 
electrotyping and ad setting— 
choose them all or one. We can 
help you no matter which way 
you're going. Actually we've been 
doing it for busy production men 
for 40 years! Call or write us now! 


7 UNIFIED SERVICES 


ART @ PHOTOENGRAVING 
PHOTOGRAPHY 
ELECTROTYPING 
TYPOGRAPHY 

COLOR PROCESS 

LITHO PLATE SERVICE 


PONTIAC 
Cagraving and € eclrolype G 


812 W. VAN BUREN STREET 
CHICAGO 7, ILL. e HA 1-1000 
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# do you issue 


C) Parts Lists 

CJ Price Lists 

() Product Lists 

_}) Membership Lists 


_) Telephone Directories 


[] Financial Reports 


e why not cut out 


10 costly steps 





1) Typewrite copy, check and send to printer 


2) Printer.sets type 


3) Printer pulls galley proof 


4) You read galley proof 


5) Printer pulls revised galley 


6) You read revised galley 


7) Printer makes up page form 


8) Printer pulls page proof 
9) You read page proof 


10) Printer makes corrections 


11) You OK (?) final page proof 


FLEXOPRINT’S ONE-STEP METHOD 


... Simply type each listing on a separate 
Flexoprint card, check for accuracy just once, 
attach in proper sequence to the light-weight 
Flexoprint panel and send to the offset printer 
for reproduction. Thus, all the costly typeset- 
ting and numerous proofreadings are elim- 
inated! The fact that the cards are insertable 
at any point means that the list can be kept 
constantly up to date on a routine day to day 
basis by your office staff —and go to press at 
a moment’s notice. Mail coupon today for 
folder giving full particulars. 


Remington. Band. 
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so he could handle it in his spare 
time. 

Meanwhile, a member of the group 
who is a top-notch artist for a lead- 
ing Chicago agency, decided the 
group should really do a bang-up 
job on this year’s annual, and he vol- 
unteered to do the layout .. . for 
free! It took a bit of time, naturally, 
but he gave them some artwork he 
said would otherwise have cost 
$300-$400. 

Our heroine took this to the friend- 
ly printer, but was told he couldn’t 
possibly do the job with this layout 
for less than $260. So, the job was 
held up while the ladies priced the 
job with other printers, getting esti- 
mates that ran all around $500. This 
was too much, so back they went to 
the friendly printer with instructions 
to go back to his original plan (and 
price). 

“Fine,” he said, “but I still have 
to have the six weeks’ production 
time, and there is only two weeks left 
before your deadline.” 

This wouldn’t do, so our heroine 
decided (without pricing) to have 
the annual mimeographed. The job 
was done on schedule. The bill was 
$58, and our gal in charge of pro- 
ducing the annual is trying to raise 
$33 from the club members to cover 
“additional production charges.” 


> While we have absolutely nothing 
against cheesecake and pretty fash- 
ion models, we got a big kick out of 
Kayson of Boston’s ad in Women’s 
Wear Daily (see cut). It was the 
brain child of Arnold Rosoff and Hal 
Goodstein of Arnold & Co., Boston. 
Reports are that it pulled a heavy 


response. 





ake a Better I 


for you... or against you? Each job your 
internal print shop turns out is, in effect, a 
representative of your a Attractive, 
quality work forms a positive, favorable reaction. 
Poor printing leaves a poor impression. And 
you can’t produce quality offset printing with- 
out quality plates. 

That’s reason enough to join the hundreds of 
firms who have switched 100% to 3M Brand 
Photo Offset Plates. 


3M are the perfect plates for perfect printing 
... at low cost. Because they are Pre-Sensitized 
they save valuable time—actually go from pack- 
age to press in minutes. Because they are A//- 
Aluminum, they put an end to money-wasting 
problems often encountered with zinc plates. 
But, best of all, 3M Brand Plates’ super-smooth 
grainless surface assures you of flawless repro- 
duction—the sharp highlights, smooth solids 
and fine tonal gradations that say ‘‘foremost 
quality”. . . that make a better impression! 


MINNESOTA MINING & MFG. CO., DEPT. HO-125S, ST. PAUL 6, MINNESOTA 


3M Photo Offset Plates 


BRAN OD 


World’s Largest Selling Pre-Sensitized All-Aluminum Photo Offset Plates 


Please send me your free booklet on Offset Plates. 


We have a 


Name_ 


____ Press Position 


Se 
"> 


CRI a 


mpression! 
3M Photo Offset Plates can upgrade your 
internal print jobs... and save you money! 


Do your company-printed materials work 


ececcccccccccccccccccccscsceceees MAIL THIS COUPON TODAY eccccccccccccccccesececccseece 


*ege% 


Address_ a City State___ 


"3M" is a registered trademark of Minnesota Mining & Mfg. Co., St. Paul 6, Minnesota. General Export: 99 Park Avenue, New York 16, N. Y. In Canada: London, Ontario. 
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hi 

Type 
aCe 

HI 


covers 173 
ATF Type 
Faces and 
1,246 
Ornaments 
and 
Accessories 


va 


This 180-page book shows you the 
type which can add sparkle and inter- 
est to your layout, save expensive hand 
lettering costs...obtain unusual effects. 
Send $5 by check or money order for 
your copy to: 1.4.27B 


Ly? 


Type faces shown are: Dom Casual; 


AMERICAN 
TYPE FOUNDERS 


200 Elmora Avenue 
Elizabeth, New Jersey 


Gothic Condensed No. 529; 
Spartan Heavy; Bulmer. 
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“A Voice in the 
Wilderness” 


In the harassed confusion of ever- 
mounting advertising costs, the al- 
most futile search for new and lower- 
priced media goes on continually. 
The buyer whose ears and senses are 
attuned to the voices that are an 
answer to this plea hears the cry of 
the color postcard. Especially when 
it is beautifully and colorfully re- 
produced by SHORECOLOR, INC., 
whose facilities have been stream- 
lined to print these cards quickly, 
accurately, and in abundance. 


Full-color cards on Champion 10 pt. 
Kromekote postcard. Size 312x512": 


6,250 — $106 
12,500 — $162 
25,000 — $285 


50,000—$ 445 
100,000 —$ 695 
250,000 — $1,675 
Write today for our free idea kit and 
see how some of the largest companies 


in the country use the postcard to its 
fullest advantage. 


SHORECOLOR, INC. 


DIV. OF SHOREWOOD PRESS 
304 East 45th Street New York 17, N.Y. 
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> Historical note . . . Press release 
from Libby, McNeill & Libby, Chi- 
cago, informs us: “Commercial tv 
observes an important birthday this 
year ... and chances are it’s older 
than you think. The first tv commer- 
cial was seen 25 years ago.” The 
sponsor, of course, was Libby, Mc- 
Neill & Libby. It all happened in 
1930 over Chicago experimental sta- 
tion W9XAP on a program which 
also included the first boxing match 
ever seen on tv. One of tv’s real old- 
timers did the pitch—Ken Murray. 


>Food-for-thought .. . We'll be 
watching with interest the attempt of 
Studebaker to regain its position in 
the automobile market. A good deal 
of intensive research indicated that 
the public either “loved” or “hated” 
the radical post-war styling of the 
Studebaker line—with few “in-be- 
tweens.” 


So, this year Studebaker comes 
out with two completely different 
styles—one for those who “love” the 
previous lines and another with more 
conventional styling for all the 
others. 


The problem, of course, is not un- 
common for those who institute rad- 
ical changes in any kind of product. 
The solution, however, is rather un- 
usual—particularly with products in 
the multi-thousand dollar bracket. 
What it means in the way of Stude- 
baker sales should be interesting. 


> The folding box people are mighty 
happy over the _ record-breaking 
sales of Marlboro cigarets, which are 
selling at a rate of 50 times what they 
were when Philip Morris Inc. intro- 
duced Marlboro’s flip-lid box. In 
checking up on the new Marlboro 
popularity, it was found that the 
radical new folding box package was 
popular not only as a cigaret con- 
tainer, but had a protracted life: 

e Men use the empties to keep nails, 
bolts and screws in their workshops. 
e Women use the packages for pins, 
buttons and stockings. 


e Youngsters find them ideal for 
storing stamps, coins and fish hooks. 


> Unusual gimmick for a ground- 
breaking ceremony was staged by 
The Haloid Co., Rochester, N. Y. The 
first spadeful of earth from the site 
of the first unit in a long-range con- 
struction program was preserved in 
a flowerpot in which an acorn was 
immediately planted. The sprout will 
be transplanted on the new Haloid 
tract at a later date. 


> Speaking of trees, the Valley Na- 
tional Bank, Phoenix, got itself “good 
press” by kind treatment of one of 
Mother Nature’s lofty splendors. Two 


THIS PALM TREE DEDICATED BY THE 
VALLEY NATIONAL BANK TO 


BERT FIREMAN, 
PHOBNIX GAZETTE COLUMNIST 
AND ARDENT CRUSADER FOR THE 
PRESERVATION OF PALM TREES 
IN DOWNTOWN PHOENIX 


SRO TRMBER P93) 


Power of the Press . . . President Carl A. 
Bimson of Arizona’s statewide Valley Na- 
tional Bank system inspects a plaque on 
a twice-moved palm which paid off in 
‘‘good press’ for the bank. 


years ago, bank president Carl A. 
Brimson, heeding the plea of a local 
daily newspaper columnist, rescued 
a towering palm tree from the wood- 
man’s axe by moving it to a lot ad- 
joining a multi-story Car-Park being 
constructed by the bank in the heart 
of downtown Phoenix. 

A few weeks ago, the bank decided 
a build a four-lane Motorbank on 
that lot—and again moved the tree to 
adjacent property. Cost in both in- 
stances was several hundred dollars. 
After the second replanting, Mr. 
Brimson good-naturedly ordered a 
plaque (see cut) affixed to the tran- 
sient tree. The plaque is to be per- 
manently incased in concrete at the 
palm’s base as, says Mr. Brimson, “a 
sincere testimonial to the power of 
the press.” 44 


PUBLICITY WRITERS LOVE... .— 


...er... Fitzgerald, my wife here is 
doing publicity for the Sunken Heights 
Terrace African Violet Growers Club, 
and since you know so many editors, 
I wonder . 
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Follow Through 


e We find the article in your Sep- 
tember issue, “Follow Through Wins 
the Game,” very interesting. Our 
men in the field are tied quite closely 
to the bakery business and the ma- 
terial in this feature is quite infor- 
mative along these lines. 

Would it be possible to get ten re- 
prints of this article? Personally, I 
enjoy your magazine very much and 
have a file of many of your practical 
and informative articles. Keep up the 
good work! 

Joun L. CALHOUN 
Merchandising Research, E. I. 
Du Pont De Nemours & Co. Inc., 
Wilmington, Del. 


May We Quote You? 


e We would like to quote from the 
article, “How to Change a Company 
Name,” by David Marshall, which 
appeared in your September 1955 
issue. We would like to use the fol- 
lowing quotation which appeared on 
page 36 of that issue in our employe 
magazine and employe newspaper 
only. 

“Nowhere is a good symbol needed 
more than in the insurance indus- 
try. Only one symbol stands out and 
has any real memory value — The 
Rock of Gibraltar . . . it has achieved 
high recognition value through years 
of time, effort and money spent to 
promote it. When tested, the major- 
ity of people will mention it; but 
very, very few can name even one 
more insurance symbol.” 

May we quote you? 

C. L. BocHeErt 
Publications Manager, The Pru- 
dential Insurance Co. of Amer- 
ica, Newark 

You may... . Ed. 


Captive Printing Plants 


e Your editorial, “Just Between Us,” 
in the October 1955 AR is something 
that I preached all the time I was at 
McGraw-Hill, and you know Mc- 
Graw-Hill did get out of the printing 
business. 

We, the printers of business papers, 
certainly owe you a vote of thanks 
for so clearly focusing attention on 
why the tendency in recent years has 
been for captive plants to cease and 
desist and contract for their printing. 

Dwicnut L. Monaco 
Vice-President, Hughes Corp., 
New York City 






READERS WRITE 





Photographing Currency 


e We believe that in a recent law 
change the Government now allows 
photos or art of U. S. currency to be 
reproduced in advertising material. 
Do you have this ruling available and 
if so, could you forward a copy of it 
or an excerpt to me? 
Tep R. JEFFERSON 
Vice-president, Jefferson Ad- 
vertising Agency Inc., LaCrosse, 
Wis. 
See page 83 this issue... . Ed. 





WoNnCdERIN’ Way 
OUR WONDERFUL 
FRUIT CAKE 
WAS LEFT Out 
IN THE COLD... 








Never Too Late 


e As sales promotion manager for 
a company that bakes—and has for 
24 years—out of this world fruit 
cakes, I'd like to know how to get in 
that Business Gift Suggestion listing. 
Every year, at holiday time, we 
bake about 100,000 of these cakes, in 
several sizes and beautifully wrapped 
and gift packaged. They are sent all 
over the world, bringing back com- 
pliments and expressions of delight. 
What must I do to get Helms Fruit 
Cakes listed among next year’s gift 
suggestions? 
An AR fan is interested! Merry 
Christmas anyhow. 
VERNON L. KiIssIG 
Sales Promotion Megr., 
Bakeries, Los Angeles 
Your cartoon did the trick. . . . Ed. 


Likes Charts 


e We think the article, “How to 
Make Charts Tell Your Story,” men- 
tioned in your September issue is 
excellent. Could you send us five re- 
prints or tear sheets? 

GeorcE B. Grsss 

Editor, Petroleum Refiner, Hous- 

ton, Tex. 
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Headline set in Filmotype 


*‘Mars”’ and 
“Walnut” 





"Finest professional quality 
photo-composition hand 
lettering and disploy type. 


‘With our large volume production schedule, 
saving time and man-hours is a must. . . and 
that’s. why we use Filmotype. Filmotype copy 
is order made for producing oversize type and 
lettering biow-ups—always retains quality! 
Sharp, black Filmotype proofs remain sharp 
and black in blow-ups without retouching. 
And we like the idea of no style limitations. 
Filmotype gives us a variety of type and letter- 
ing alphabets to answer every display need.’ 


Filmotype means versatility, quality .. . 
and economy, too! 


e@ Over 1,000 styles and sizes from 12 pt. to 
144 pt. 

e Eye-appealing headings for pennies! 

e Repro proofs in seconds! 


e Automatic color spacing system for exact 
letterspacing! 


e Amazingly easy to operate! 


MAIL THIS COUPON 


eevee ee eee eeeeve eevee eeee ee eee 


tHE FILMOTYPE corporation 
60 W. Superior 
Chicago 10, Illinois 


Send me complete details about the Filmotype photo- 
composition machine. | am also interested in a free 
demonstration in my own office. 

NAME 
FIRM 
ADDRESS 


CITY. 


sinclar 
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THIS 


Tea Pouehonte 


IS YOURS FOR 
THE ASKING! 


GLAMOUR 


ST SALES PUL tld 


it’s the quick, 
easy way to come 
up with LIVE-WIRE 
IDEAS that pay off BIG! 


HOLLYWOOD 
BANNERS 


116 East 32nd Street, New York 16, N. Y. 
Telephone: ORegon 9-4790 
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The following letters are typical of 
many received by AR. In all cases 
we try to supply as much helpful 
information as possible. However, 
we are regularly publishing some of 
the letters in this column with the 
thought that perhaps some of our 
readers would like to assist us in 
providing desired details. AR will 
gladly forward any letters in answer 
to such requests. . . . Ed. 


Information on Advertising 


e This reader is embarking on a 
project of compiling information 
from articles in leading periodicals 
in the advertising field and dealing 
with the search for new business, 
approaching prospective clients, 
drawing up presentations, research 
into the products and services of 
prospective clients, etc. The purpose 
is to design a program for finding 
and establishing new business. 

Will you be kind enough to refer 
me to the articles in AR on this 
subject which have been published 
in the past three years? 

PRESLEY R. BRowN 

Public Relations Department, 
Doremus-Eshleman Co., Phila- 
delphia 


Looking for Bubbles 


e We are in the process of develop- 
ing an outdoor “animated” billboard, 
the animation to consist of a stream 
of bubbles. The bubbles would be 
formed of the material children buy 
in dime stores and toy shops. 

Could you refer us to someone who 
has already fabricated the necessary 
electrically driven pumps and blow- 
ers or to a chemical supply house 
offering the required “bubble” solu- 
tion? 

ARTHUR L. WHITESIDE 
Erik Fris Advertising, Asheville, 
a. Cc. 


Impregnating Blotters 


@ We have a customer who has made 
inquiries about impregnating blot- 
ters with a waterproofing material 
with a trade name of “Sylflex.” This 
material is being used by the Mason 
Shoe Mfg. Co., Chippewa Falls, to 
waterproof the leather from which 
their shoes are made. 


We wish to use this material on 
the blotter paper as follows: A blot- 
ter, approximately 4x9”, will have 
one-half of its face (4x44%2”) covered 
or impregnated with this material to 
show its waterproof qualities. When 
water is put on this portion it of 
course does not soak in, but when it 
is applied to the other half it imme- 
diately is absorbed. 

Our question is, do you know of 
a colorless material that could be 
used as a substitute to process these 
blotters to obtain the results as out- 
lined? We would, of course, want 
to apply this material either by print- 
ing, if possible, or with a brush. 

Grorce W. WoJAHN 
Johnson Printing Inc., Eau 


Claire, Wis. 


Polyethylene 


e We are trying to locate a poly- 
ethylene resource for an open-end 
bag which has a nylon thread around 
the opening to act as reinforcement. 

This thread does not act as a draw- 
string but merely prevents the poly- 
ethylene from tearing. 

This product is on the market but 
we have been unable to find a sup- 
plier. Any leads or information will 
be most appreciated. 

Mrs. RaFAEL CLINTON 

Sales Promotion Coordinator, 
Koret of California, Inc., San 
Francisco 


Wants Direct Mail Help 


e I have recently started my own 
mail order and direct mail advertis- 
ing service. I would appreciate re- 
ceiving a list of reputable firms spe- 
cializing in mail order selling. 

We are particularly interested in 
dealing on a “drop-shipment” basis 
with our customers. We would also 
welcome any information on new 
sales promotion and merchandising 
ideas that may be helpful to us. 

JAcK SEGAL 
Century Advertising Service, 
Philadelphia 


Letterhead Design 


e Where can I obtain complimentary 
assistance in designing a letterhead? 
Several manufacturers and suppliers 
of business stationery offer aid in 
letterhead design, but I don’t know 
who they are. 

I'll be very grateful if you would 
forward a list of those sources which 
you know can help me in the selec- 
tion of stationery and the design of 
a letterhead for use in my forthcom- 
ing business enterprise. 

RusseE.ut E. CotstEN 
Chicago 
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THE CRAFTINT MANUFACTURING COMPANY 
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Main Office: 1615 Collamer Avenue, Cleveland 10, Ohio 


vey > PS se, » Name. 
abe Ie ee . 
. Stace es Mad UPL a aie 
A A er tyes ‘ 


Ree elated 
RCO te Company 


Street 


City 2 ( ) State 


Zone 


r 
i 
' 
i 
i 
i 
i 
I 
I 
‘ 
I 
i 
i 
i 
i 
i 
i 
i 
! 
! 
i 


. for more details circle 370, page 93 December 1955 ¢ ar « Il 





Catalog Becomes 


Your 


a Powerful 
Selling Tool in 


Your sales volume increases when 
Heinn Binders add sales appeal to 
your catalog and Heinn-designed 
indexing stimulates buying action 
by giving facts in three seconds. 
Years from now, when ordinary 
binders are worn out, your Heinn 
covers will still be a credit in ap- 
pearance and performance. 


Loose-Leaf 
Binders 


Heinn custom-styles loose-leaf 
binders to meet your sales need. 
Because the emphasis is on ideas, 
uncompromising standards and 
service, Heinn attracts customers 
whose names alone are recom- 
mendations. For proof of the satis- 
faction that Heinn delivers, con- 
sider the repeat orders that keep 
coming in...some from companies 
Heinn has served for 40 years! 


New... 


**Facts at Your 
Fingertips,"’ the 
booklet that simplifies 
catalog planning. 
When writing for 

your copy, please 
indicate your needs 

in binders and indexes. 


THE HEINN COMPANY 


306 WEST FLORIDA STREET 
MILWAUKEE 4, WISCONSIN 


ORIGINATORS OF THE 
LOOSE-LEAF SYSTEM OF CATALOGING 
LEADERS SINCE 1896 
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HOW 


I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Messages More Effective 
With “Built-In” Reprints 


By building our reprints into let- 
ters through the use of a simple and 
inexpensive die cut, we managed to 
get more effective advertisements 
and promotional letters. 

Since the die cut highlighted the 
product or some key sales point, 
many times the ad illustration was 
used to build a theme for the new 
message. 

A typical example of this was the 
use of a reprint featuring an owl 
saying, “I could use a good night’s 
sleep, too!” The ad message on the 
reprint told the customer how he, 
too, could cut costs with Consolidated 
printing papers. 

Over the reprint we used a special 
message called, “A Bedtime Story 
for Wide Awake Printers,” and the 
die cut in this instance enabled the 
face of the owl to show through onto 
the bedtime story. 

We feel that the use of this die cut 
not only tied in the two separate 
messages, but made both our “stor- 
ies’ more effective. 

J. E. ANDERLIK 

Advertising Manager, Consoli- 
dated Water Power & Paper Co., 
Chicago 


Finds Rubber Cement 
Helpful In Screening 


We have found rubber cement 
helpful for screening one area while 
an adjacent area is being air brushed 
or painted. Since the cement works 
well on any surface, we simply brush 
it on the area not to be colored and 
rub it off when dry. This does away 
with the need of specially-cut masks. 

Gerorce H. SAMPSON 

Sales Promotion Manager, Win- 
throp-Atkins Co. Inc., Middle- 
boro, Mass. 


Masking Tape Ends Hunt 


For Elusive Thumbtacks 


Elusive thumbtacks “hiding” on 
the floor are an old and very annoy- 
ing problem to “searching”’ artists. 

We solved it with masking tape 
folded into 42x11” rectangles with the 
sticky sides adhering to each other. 
The thumbtack is placed in the cen- 
ter. 

This method will eliminate the 
“rolling” thumbtack problem and 
also give your paper or drawing 
board a much better grip. The tacks 
can be removed easily without dam- 
age to your finger nails. 

ARTHUR W. SMITH SR. 
Supervisor, Art Dept., Ingersoll- 
Rand Co., Phillipsburg, N. J. 


Registers Transparencies 
To Intensify Color Art 


Our problem concerned copying 
full-color advertising artwork, as it 
was needed by two publications and 
both were at their closing dates. 
Since one was printed by rotograv- 
ure, we ordered a transparency made 
of the art. (It was impractical to 
have the color art duplicated, and 
time and budget would not permit 
ordering positives.) 

The photographer made three 
shots, one with normal exposure, an- 
other slightly under-exposed and the 
third slightly over-exposed. We sent 
the best of the three to the gravure 
magazine—only to have it returned as 
being too thin for the magazine’s 
cameraman to separate the colors. 

With the art no longer available 
and cancellation impossible, we 
solved the problem of intensifying 
the colors by taping two of the trans- 
parencies together in register. 

J. Duncan Muse 
Production Mgr., Tucker Wayne 
& Co., Atlanta 
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HOW TO CUT PRINTING DISTRIBUTION COSTS 


Deaiiews has plants situated on the East and West Coasts. 


That fact can save you time and money. When desirable, 


simultaneous editions can be printed on similar equipment 
2.800 miles apart to cut your distribution costs. 


No matter how laree the order. vou can be sure it will 


When and where you need it. Clement takes 


be ready- 
full responsibility for both production and distribution. 
delivering the complete job in bulk, or in a thousand 
shipments to a thousand places. 

{ll over the map, leading American businesses take 


pride and profit: from sharp. clear color printing bv 


Clement. This unique distribution service is one of the 


many reasons why. Yet Clement printing costs no more. 





ow Reprints 


The following reprints of feature articles which have appeared in Advertising 
Requirements are available at 25c each. Special prices are available upon 
request for quantity orders. Please order by number, enclosing the exact 
amount in coins, stamps or checks. Send all orders to: Reprint Editor, Advertis- 
ing Requirements, 200 East Illinois St., Chicago 11, Ill. On orders for four or 


more reprints we will be happy to bill you—smaller orders sent only upon 
receipt of payment. 
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144 Do's & Don'ts for Better Press Releases—by Dick Hodgson 
A helpful checklist for getting better results from publicity efforts 
146 How to Get the Most Benefit from Trade Shows—by Edmund D. Kennedy 
Monsanto prepared a handy guide for exhibit personnel September and October 
151 Color in Advertising—by Faber Birren 
An expert outlines the best colors for advertising 
152 A New Look for Signs 
Changeable copy signs are finding growing favor 
for outdoor advertising 
157 Progress Report: 1955—by Dick Hodgson 
A review of developments in the graphic arts in the past decade January 
160 Professional Installation Assures Success for Admiral Displays—by Bert Enos 
A case history telling how Admiral achieved a promotion success 
through professionally-installed window displays 
161 Why Outside Producers? 
An AR survey on the advantages of using outside producers for business 
films rather than setting up an internal production unit 
162 How to Crop Photos—by Vincent T. Tajjiri 
Pointers for getting the most out of photographs 
for reproduction purposes 
164 So... You Want to Start a Sales Contest—by George Biderman 
A summary of the most important factors to consider before 
undertaking a sales incentive program 
165 Bankers are People, too—by Jeff Thomson 
How a bank extends its advertising service to more than 100 
correspondent banks 
166 The Role of Advertising Specialties in Selling 
A general picture of advertising specialties—plus AR’s survey: 
“How Advertisers and Agencies Buy Specialties” March 
167 Noreen Integrated Design—by Bradley Lane 
The story of one of the nation’s outstanding integrated design programs March 
168 Maturity for Trade Show Exhibits—by Dick Hodgson 
A report on some of the trends in exhibits March 
169 Do's & Don'ts for Premium Buyers—by Gordon C. Bowen 
A helpful checklist for planning premium promotions April 
170 The Folding Carton 
The role of folding cartons as the basic form of packaging in the U. S. 
plus tips on making the best use of them May 
173 How to Prepare a Modern Annual Report—by Herbert C. Rosenthal 
Some realistic guides for the preparation of effective annual reports March 
174 How Carter Merchandises Its Maps—by Vin A. Corwin 
An interesting case history of how an oil company get its 
dealers to merchandise road maps 
175 How to Use Color Stats—by Ted Sanchagrin 
Admen are learning that there are many uses for full-color photostats. 
Here’s what's being done in this field 
176 What Makes Good Point-of-Purchase Advertising—by Donald S. Hutchison 
A guide to help admen hit pay dirt at the all-important point-of-sale April 
178 The Growing Importance of Fairs as an Advertising Medium—by James Joseph 
Fairs have become an important advertising medium and a place 
for hard seiling 
179 Budgeting for Trade Shows—by Robert R. Moore 
An excellent guide for any adman faced with trade show 
budgeting problems 
180 Getting the Most from Publicity Photos—by Leo M. Solomon 
A photographic consultant gives some pointers on how to get the 
best mileage out of publicity photos 
181 How to Merchandise Tv Tie-Ins—by Frank Jacobs 


“Feather Your Nest’’ tv show makes the most of their tie-ins 
by active merchandising programs 


September 


November 


November 


January 
February 
February 
February 


March 


April 


March 


May 
July 
June 


September 


The following reprints are available at 50c each: 
171 How to Get Better Advertising Photos—by Errol Prince 
AR’s two-part series of down-to-earth articles on getting 
and using advertising photos March and April 
172 202 Tips for Direct Mail Advertising 
A 16-page booklet reprinting AR’s two special articles on 
direct mail advertising 
177 The Use of Tape Recorders in Advertising—by H. Jay Bullen 
Two special articles on one of the most versatile tools used by admen 
“The Use of Tape Recorders in Advertising’’ and “An Adman’‘s Guide 
for Selecting a Tape Recorder” March and April 1955 


February and May 


The following reprints are available at $1 each: 
201 Advertising Copyrights—by Robert J. Burton 
An up-to-date reference on the subject of copyright protection for 
all types of graphic art—a compilation of a series of 10 AR articles 
202 How I Solved It 


This 64-page book contains more than 125 selected ‘‘How I Solved It’’ 
items submitted by AR’s readers. 
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Selective Mailing Lists 


Cut Cost of Releases 


Cutting costs on publicity photos 
without reducing the effectiveness of 
the releases was the problem handed 
to us by management. A re-evalua- 
tion of the trade publications receiv- 
ing our releases showed us that we 
were actually wasting pictures 
through haphazard selection to some 
magazines and persistent bombard- 
ment to others which never were, 
obviously, going to make use of our 
releases. 

Our solution was a new set of 
coded Addressograph plates. Now a 
picture going out is sent only to ad- 
dresses with a specific code letter. 

Following is the code used: 
A—product pictures 
B—personnel, general interest pic- 
tures 
C—merchandising, promotion pic- 
tures 
AB-—product, personnel, general-in- 
terest pictures 
AC—product, merchandising, promo- 
tion pictures 
BC—personnel, general-interest, 
merchandising pictures 
ABC-—all pictures 
X—no pictures 

This system eliminates many 
wasted pictures. 

S. Joun La Puma 
Director Public Relations, JFD 
Mfg. Co., Brooklyn 


Shopping Bag Samples 
Are “Walking Billboards” 


How to get real honest advertising 
value out of Ranch-Way Feed Divi- 
sion display booths at fairs and stock 
shows was our main concern. 

Although hundreds of people 
milled around our booths and took 
our literature, we noticed the 
grounds and buildings littered with 
discarded advertising material that 
we and other advertisers handed out. 

Our “junior sized shopping bag,” 
printed with Ranch-Way designs, 
solved the problem for us. Because 
of their usefulness, nearly everyone 
wanted one of the bags, and they 
provided a handy carrier for our 
own advertising material as well as 
the many other items people pick up 
at such affairs. 

The big pay-off is that these shop- 
ping bags become “walking bill- 
boards” to the extent that our 
Ranch-Way Feed advertising ap- 
pears everywhere throughout the 
area and finally is carried into the 
home! 

Forrest G. MEYER 

Advertising Manager, Colorado 
Milling & Elevator Co., Denver. 
Colo. 





Mail Box “Gimmick” 
Speeds Up Releases 


We were looking for an easy and 
economical way to “tailor-make” se- 
lective publication lists for our re- 
leases, when we hit upon our “hotel 
mail box” idea. 

Made of a series of cubby holes, 
each labeled with a particular maga- 
zines’ name and address—each sec- 
tion contains 100 already addressed 
envelopes. 

Now, when we make up a special 
list for each release, we just stand 
in front of the cubby holes and 
rapidly pull the appropriate publi- 
cations. 

Copy PFANSTIEHL 
Washington, D. C. 


Red Tape Solves Dairy’s 
Price Promotion Problem 


We were running a 15¢-off price 
promotion which did not include all 
of our ice cream outlets, so obviously 
we could not have all of our cartons 
printed with our price-cut. 

Red perforated printed tape was 
our answer. Since it was adhesive, 
it looked much like a regular print 
job on the cartons. The handling was 
not difficult because each salesman 
took what was needed for the par- 
ticular stores that wanted the pro- 
motion. 

GEORGE WERN 
Advertising Manager, Superior 
Dairy Inc., Canton, O. 


Finds New Way To Cut 
On Composition Costs 


Here is how we have managed to 
set type for reverse-plate headlines 
and signatures in newspaper and 
magazine advertisements at the cost 
of a photostat. 

Instead of ordering composition, 
we send through copy and layout to 
the publication, requesting proofs 


as usual. When proofs are received, 
the type has already been set by the 
publication. We extract the headline 
and signature—along with any other 
matter suitable for reverse-plate 
treatment. 

A negative stat is ordered for each 
element, characters are touched up 
with Chinese white and India ink, 
and the outlines of signature and 
headline are formed with a razor 
blade. 

With the art now ready for line 
engraving, the plates are sent to the 
publication with the request to de- 
lete the type matter and substitute 
the plates. 

The result is a cut in cost of com- 
position and a finished product as 
fully professional as though a com- 
mercial compositor had done the job. 

InvING GRAHAM 
Irving Graham Agency, 
New York 


Charities Get Support 
By Civic Club Rally 


One of the big difficulties in a 
United Fund or Community Chest 
drive is to gain the support of the 
business leaders of the community. 

We solved it with a “Civic Club 
Rally,” a luncheon meeting open 
only to the civic clubs in town. The 
attendance was over 60% of the total 
civic club membership, with 38 of the 
42 clubs represented. 

Although the rally was held just 
before the start of the United Fund 
campaign, there was no solicitation 
made. The United Fund story was 
merely presented in a brief program. 

We are sure our idea was a suc- 
cess because the civic clubs asked 
that our rally be an annual event. 

CuiirF Horton 
Director, Public Relations, 
United Fund, Oklahoma City 


Transparent Grid ‘Squares’ 
Crooked Copy or Photos 


Did a block of copy or a photo- 
graph that had not been pasted up 
squarely slip by you in that last 
lithograph job? 

It won’t happen again if you have 
your lithographer or copy photo 
service photograph a sheet of graph 
paper and make a positive cello- 
print. 

By laying the transparent graph 
or grid over the paste-up and “squar- 
ing” it with the crop marks or any 
established square line, you will be 
able to check quickly all horizontal 
as well as vertical lines for square- 
ness. 

RAYMOND O. SMOKEL 
Art Consultant, Sierra Madre, 
Cal. 


Brochures 
Counter 
Cards 
24-Sheets 
Billboards 
Window 
Banners 
Financial 
Reports 
Mobiles 
and 

Many 
more 
important 
promotional 
aids 

at 

the 
National 
Local 


i and 
We will be 


Retail 
FCC mT Sales 
you two NAZ- ial 
DAR color r 
cards showing the 
Rema ma ami 
our 5500 Fast-Dry 
Silk Screen Ink line. 
Keep one at your desk 
and give the other to 
your screen process printer. 


Since 1922 Everything Needed For Screen Printing 


NA Z-DAR 


461 N. Milwaukee Avenue 
Chicago 10, Illinois 
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Stickin Around 


with KLEEN-STIK 


Go Places with KLEEN-STIK! 


Wherever you want to be...ona 
cash register, in a catalog, or one 
of a thousand other important sell- 
ing spots for your sales message, 
KLEEN-STIK gets you there! Its 
easy peel-and-press application and 
sure “stick-ability”’ will take you 
far...and near your customers. 


New sales “hook” 
for CLAUSS 


Cash-register position and _ cash- 
register action go together in this 
ingenious hook-hanger display for 
CLAUSS CUTLERY CO. of Fre- 
mont, Ohio. R. W. VAN HOOK, 
V.P. in charge of advertising, 
“hooked’’ a winner with this 
KLEEN-STIK-backed combina- 
tion display and dispenser, so easy 
for dealers and salesmen to attach 
to any smooth vertical surface. Two 
punched tabs (super-toughened by 
the KLEEN-STIK reinforcement) 
support a slide-in hook that dangles 
individually carded items —_ be- 
fore the prospect’s eyes. Snappy 
roduction by R. F. RADKE of 
RAD-MAR PRESS in Toledo. 


“Inside Job” for PABCO 


Reprinting an entire new catalog 
just to include mid-year additions 
didn’t make sense to PABCO 
PRODUCTS, INC., San Francisco. 
KENNETH KERR, Ad Mgr. of 
their Floor Covering Division, found 
““"D” way to get around it. He printed 
a handsome supplement, with a 
strip of handy, dandy _KLEEN- 
STIK “D” TAPE on the back 
cover — making it easy to peel-and- 

ress the section inside the regular 

ig book. Worked like a charm — just 
like all KLEEN-STIK jobs! Superb 
color printing and ““D” 'TAPE appli- 
cation by STARK-RATH PRINT- 
ING CO., San Francisco. 


See how many places KLEEN-STIK 
can take you? Including the top of 
the sales heap! Have your regular 
printer or lithographer show you 
the way with his collection of suc- 
cessful KLEEN-STIK business- 
builders. Or write for your free 
**Idea-of-the-Month”’ stimulators. 


KLEEN-STIK PRODUCTS, INC. 


7300 West Wilson Avenue * Chicago 31, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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1-31 


National Home Improvement Month .. . 
sponsored by NERSICA Inc., 12 E. 4lst 
St., New York. 


Leap Year Salads with Cottage Cheese 
- sponsored by American Dairy Assn., 
20 W. Wacker Dr., Chicago 6. 


Red Cross Campaign for Members and 
Funds . . . sponsored by American Na- 
tional Red Cross, Washington 13, D. C. 


Cheese ‘n Ry-Krisp Month . . . sponsored 
by Ralston Purina Co., St. Louis 2, Mo. 


Magic Meals with Evaporated Milk .. . 
sponsored by American Dairy Assn., 
20 W. Wacker Dr., Chicago 6. 


Spring Clean-Up . . . sponsored by Na- 
tional Fire Protection Assn., 60 Battery- 
march St., Boston, and Federal Extension 
Service, U.S. Department of Agriculture, 
Washington 25. 


Lenten Cheese Dishes . . . sponsored by 
American Dairy Assn., 20 W. Wacker 
Dr., Chicago 6. 


3-11 


National 4-H Club Week . . . sponsored 
by Federal Extension Service, U.S. De- 
partment of Agriculture, Washington 25. 


4-10 


National Want Ad Week . . . sponsored 
by Association of Newspaper Classified 
Advertising Managers, c/o K. E. Har- 
rington, “Dayton Daily News,” Dayton, 
Ohio. 


National Peanut Week . . . sponsored by 
National Peanut Council, DuPont Circle 
Bldg., Washington, D. C. 


National Save Your Vision Week ... 
sponsored by American Optometric 
Assn., Chouteau Bldg., 4030 Chouteau 
Ave., St. Louis 10, Mo. 


5-10 


National Smile Week . . . sponsored by 
Gibson Art Co., W. Fourth St., Cincin- 
nati, O. 


National Tv Servicemen’s Week 
sponsored by RCA Tube Division, Radio 
Corp. of America, 415 S. Fifth St., Har- 
rison, N. J. 


10-April 10 
National Easter Seal Appeal . . . spon- 
sored by National Society for Crippled 
Children and Adults, 11 S. LaSalle St., 
Chicago 3. 


11-17 
Girl Scout Week . . . sponsored by Girl 


Scouts of U. S. A., 155 E. 44th St., New 
York 17. 


Spring Millinery Week . . . sponsored by 
Millinery Stabilization Commission Inc., 
1450 Broadway, New York 18. 


Irish Linen Week . . . sponsored by the 
Irish Linen Guild, 1270 Avenue of the 
Americas, New York 20. 


11-18 
Camp Fire Girls Birthday Week .. . 


sponsored by Camp Fire Girls Inc., 16 E. 
48th St., New York 17. 


16-31 
Dried Fruits Week . . . sponsored by Cal- 
ifornia Dried Fruit Research Institute, 
1 Drumm St., San Francisco 11. 


17 
St. Patrick's Day 


18-24 

National Rice Week . . . sponsored by 
Texas Rice Promotion Assn., 2171 Ports- 
mouth St., Houston; Rice Millers’ Assn., 
National Bank of Commerce Bldg., New 
Orleans; Arkansas Rice Growers Co- 
operative, Stuttgart, Ark.; and American 
Rice Growers Cooperative Assn., Lake 
Charles, La. 


National Salesmen’'s Week . . . spon- 
sored by Earle M. Burnett Sr., 319 Sharp 
Bldg., Lincoln 8, Neb. 


National Wildlife Week . . . sponsored 
by National Wildlife Federation, 232 
Carroll St., N. W., Washington 12, D. C. 


25 
Palm Sunday 


27-April 2 
National Tobacco Distribution Week .. . 
sponsored by National Assn. of Tobacco 
Distributors, 200 Fifth Ave., New York 10. 
30 
Good Friday 


ADDITIONAL JANUARY 1956 LISTINGS 
15-21 
International Printing Week . . . spon- 
sored by International Assn. of Printing 
House Craftsmen Inc., 307 E. Fourth St., 
Cincinnati. 
Printing Education Week . . . sponsored 
by International Graphic Arts Education 
Assn., 719 Fifteenth St. N.W., Washing- 
ton 5, D.C. 


ADDITIONAL FEBRUARY 1956 LISTINGS 

1 
National Freedom Day . 
Proclamation. 

15-22 
National Canned Salmon Week . . . spon- 
sored by Conference of Pacific Coast 
Canned Salmon Brokers, 200 Colman 
Bldg., Seattle. 


National Cherry Week . . . sponsored by 
National Red Cherry Institute, 35 E. 
Wacker Dr., Chicago. 


. . Presidential 
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How to capture company character on paper 


Because appearance creates an impression, your annual report's quality is 


SPECIFY 


vital. Frequently more time and effort go into producing the annual report 
than in any other printed piece the company does all year long. [t must 
give stockholders and prospects a cood indication of company character. 
The New England Electric System. to produce reputation on paper, 
specified Champion- International's CICO-Offset for their annual report. 
This standard of excellence in coated papers insured completely faithful 


color reproduction plus sharp detail for graphs and charts. 


You will find the name of the merchant nearest vou listed on the reverse 
side of this insert. Contact him for CICO swateh books and 
complete information. 


ClCO-GLOSS CICO-FLE\ ClCO-FOLD 


CICO-GRAPH CICO-BRITI 
CICO-PRESSs CICO-PRINI C1CO-OFFSET 


CICO-DULOSET CICO-LITH 


CHAMPION-ITNTERNATIONAL CO. 
/ Foun VOWMTE, - bassackaselle 


MANUFACTU ERS OF QUALITY GOATED PAPERS 


Copyright 1955, Champion-International ¢ 































ANDREWS PAPER CO. 

160 North Washington St., Boston 14, Mass. 
Richmond 2-2200 

ATLANTIC PAPER CO. 

Public Ledger Bldg., Philadelphia 6, Pa. 
LOmbard 3-1420 

BULKLEY DUNTON & CO., INC. 
295 Madison Ave., New York 17, N. Y. 
MUrray Hill 9-6400 

CAPITAL PAPER CO., INC. 

106-1 10 Seventh Ave.,. New York | : N. 7 
CHelsea 3-4980 

JOHN CARTER & CO., INC. 
120-438 Rutherford Ave. 

Charlestown District, Boston 29, Mass. 
CHarlestown 2-5000 
FRANKLIN-COWAN PAPER CO. 
210 Ellicott St.. Buffalo, N. Y. 

W Ashington 5954 

GENESEE VALLEY PAPER CO., INC. 
573 Lyell Ave., Rochester 0, N. Z. 
Glenwood 3380 

HOBSON MILLER PAPER CO. 
280 Lafayette St., New York, N. Y. 

W Orth 6-0400 

KENNELLY PAPER CO., INC. 


501 Fifth Ave.. New York 17, N. Y. 
MUrray Hill 2-1087 


ELOF HANSSON, INC. 








these leading paper 


merchants can supply 


MILTON PAPER CO., INC. 
100 W. 22nd St., New York 11, N. Y. 
W Atkins 9-6721 


MUDGE PAPER COMPANY 
501 Water St., Baltimore 2, Maryland 
LExington 9-7782 


PERKINS-GOODWIN CO. 


589 Fifth Ave.. New York 17, N.Y. 
MUrray Hill 8-4900 


PROVIDENCE PAPER CO. 
160 Dorrance St., Providence 2, Ri 
G Aspee 1-7600 


ROYAL PAPER CORP. 


210 Eleventh Ave.. New York 1. N. Y. 
W Atkins 4-3-4400 


STANFORD PAPER CO. 
3001 V St., N. E.. Washington 18, D.C. 
LAwrence 6-1600 


TILESTON & HOLLINGSWORTH CO. 
211 Congress St., Boston 10, Mass. 

Liberty 2?-3870 

VERMONT PAPER CO., INC. 


144.S. Champlain St., Burlington, Vt. 
Burlington 2-0035 


DONALD WYMAN INC. 
683 Atlantic Ave., Boston 10, Mass. 
HAncock 6-6282 


Export Agent 
220 East 42nd St., New York 17, N. Y. 


VAnderbilt 6-1177 


the standard of excellence 


~ 






Mee Rwiotie 
INTERNATIONAL CO. 
yA ry S Massachusells 









e Graphis Annual, 1955/56, edited 
by Walter Herdeg and Charles Ros- 
ner, 234 pages, Hastings House Pub- 
lishers Inc., New York, $12.50... 
The introduction to this volume, 
“The Way Ahead,” presents chal- 
lenging questions concerning present 
and future problems of international 
advertising art. Since last April’s 
exhibition, entitled “Art and Adver- 
tising in the World,” displayed nu- 
merous examples of mature thinking 
and of accomplished visual expres- 
sion and solution of given problems, 
many exhibits are reproduced in the 
annual, showing the designers’ high 
sense of responsibility. These are 
among 755 illustrations—66 in color— 
which sum up advertising art at its 
best today. 

In this volume, as compared with 
the three former ones, more U. S. 
work is shown, and there appears to 
be a general “blending” of styles. 
The American ads and artwork inter- 
mingled with European counterparts 
no longer appears so “different”; nor 
does the work of European contribu- 
tors seem of an unreal nature. Illus- 
trations throughout show a greater 
use of cartoon techniques. Like pre- 
vious volumes, the new Graphis 
Annual is an important reference 
study of use to all admen, artists and 
production men. 


e Color by Overprinting, Donald E. 
Cooke, 250 pages, John C. Winston 
Co., Philadelphia, $25 . . . Leading 
printers and art agencies have coop- 
erated with the author in the prep- 
aration of this volume, which is 
printed in 12 colors and measures 
81x11”. Presenting a new concept of 
color printing that employs the use 
of transparent inks in multiple com- 
binations, the book should be of 
prime importance to production and 
advertising men. The text covers the 
preparation of artwork, and gives in- 
formation on ink research, filters to 
use in photographing Bourges 
sheets, paper selection, etc. Illustra- 
tions include 496 three and four- 
color groupings of eleven basic inks, 
plus 44 pages of pictorial application 
of the medium. 

Color charts showing the vast 
range of overprinted combinations 
have been ingeniously arranged in 
the book so that any desired group 
can be located quickly by means of 
a newly devised indexing system. 





Every day, rain or shine, this Wrigley’s Spearmint ad brightens 450 metro- 
politan newspapers all over the United States. . . . Until recently it was a pen 
and ink drawing with ben day tint on the package sides and a solid black back- 
ground. .. . Today it's a SANTONE with controlled dark-to-light tint on the 
package, and a shaded background. . . . To see how effectively SANTONE 
reproduces on newsprint paper, find today’s Wrigley’s Spearmint ad in 
your morning (or evening) newspaper... . For full information on how 
SANTONE's black-and-white magic can help your newspaper campaign, write 
to us. We'll be happy to quote on any copy you submit, or to send you free 
literature. 











Satisfies 
Your 


Taste 


Yet never rich 


or filling 
Enjoy Daily... Millions Do 


full 
fidelity 


artwork 



















Client: Wm. Wrigley Jr. Co., Chicago 
Agency: Arthur Meyerhoff & Company, 
Chicago 
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THE SANDER ENGRAVING CO., Inc. 
542 SOUTH DEARBORN STREET + HArrison 7-2082 
CHICAGO 5, ILLINOIS 
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J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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XY one source 
SY one service operation 


‘XY one standard of quality 
... the best! 


letterpress * gravure 


COLLINS, MILLER & HUTCHINGS, INC. 
333 West Lake Stuat at Week Drie « 


C kicago 6. 





2 aie ¥ 
ss s Askin ot 
Phe Coton 


informative 
Brochures 
available Free. 
Mail request on 
your firm’s 
letterhead, stating 
your title. 


CMe a TCS Aer publica 
tions are the best advertisements of our work 
Yes...Chances are we can save that transparency 


COLOR TRANSPARENCY RETOUCHING 


390400 aed 11 eS 
141 £. 44 St. NY.C. 17, MUrray Hill 7-7194 
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NOVEMBER 
28-30 Int'l Assn. of Fairs and Expo- 


sitions—Hotel Sherman— 
Chicago 


DECEMBER 


5-7 Outdoor Advertising Assn. of 
America, 58th annual con- 
vention—Hotel Sherman 
Chicago 

27-29 American Marketing Assn 
winter meeting— Roosevelt 
Hotel—New York City 

JANUARY, 1956 

10-11 Screen Process Printing Assn 
Int'l, management confer- 
ence—Edgewater Gulf Ho- 
tel—Edgewater Park, Miss 

New York Employing Printers 
Assn. Inc., 14th exhibition of 
printing—Biltmore Hotel 
New York 

20-21 Nat'l Council on Business Mail 
—Palmer House—Chicago 

29-Feb. 1 Nat'l Advertising Industries 

Exposition— Morrison Hotel 

—Chicago 

FEBRUARY 

1-3 Gravure Technical Assn. Inc 

—Hotel Biltmore—New York 

City 

Int'l Typographic Composition 

Assn., mid-winter confer- 

ence—Hotel Roosevelt 

New Orleans 

Nat'l Wooden Box Assn.- 

Shamrock Hotel—Houston 

Tex 

Associated Business Publica- 

tions, annual midwest con- 

ference—Edgewater Beach 

Hotel—Chicago 

Engraved Stationery 

facturers Assn. Ir 


nc 


3-4 


Associated Business Publica 
annual Eastern con 
nce—Roosevelt Hotel 
New York 
Advertising Specialty Nat'l 
Assn., spring specialty show 
-Palmer House—Chicago 
Folding Paper Box Assn. of 
America—Fairmont Hotel 
San Francisco 
Assn. of Nat'l Advertisers 
spring meeting—The Home 
stead—Hot Springs, Va 
Premium Advertising Assn. of 
America Inc., Nat'l Premium 
Buyers Exposition—Navy 
Pier—Chicago 


Int'l Typographic Composition 
Assn., spring conference 
Greenbrier Hotel—White 
Sulphur Springs, W. Va 

Nat'l Business Publications 
spring meeting—The Home- 
stead—Hot Springs, Va 

American Management Assn 
nat'l packaging conference 
—Convention Hall—Atlantic 
City 

















IDEA ALBUM 





It has long been a practice for printers 
to share ideas—not only with cus- 
tomers, but with each other. At least 
one of the reasons for the high caliber 
of printers’ self-advertising is this shar- 
ing of ideas. This month “Idea Album” 
gives AR readers an opportunity to 
share some of the best ideas which 
turned up in the 1955 Printing Industry 
of America self-advertising competi- 















PRINTED MATERIAL 


Design for Drab Forms 


Even the office forms which usually are the most drab in appear- 
ance can be given a personality all their own without spending 
any extra money. Art used for other jobs can easily be applied to 
such items as statements, invoices, telephone memo pads, inter- 
office memoes, etc. Hennage Lithograph Co. Inc., Washington, 
D. C., has produced some highly effective ‘‘While You Were 
Out” forms and inter-office memo pads labeled ‘Quick Comeback” 
by applying this kind of thinking. 





OPEN HOUSES 


Gifts for Visitors 


When The Benham Press, Marion, Ind., held an open house, 
special pains were taken to see that visitors had something 
tangible as a reminder of the visit. After each visitor registered, 
his name was sent to the composing room, where it was set in 
type and then printed on a scratchpad. The finished pads were 
delivered when the guests completed their plant tours. Not for- 
getting those who could not attend in person, similar personalized 
scratch pads were sent to them during the following week with 
a letter describing the open house. 





DIRECT MAIL 
Always “Fresh” Envelopes & Reply Cards 


E. John Schmitz & Sons Inc., Baltimore, made some simple, eco- 
nomical changes which added special impact to a regular direct 
mail campaign. Using the same cuts and copy, but alternating 
colors of ink and stock, Schmitz came up with eight different 
envelopes for the mailings. Similar changes were also made 
for the business reply cards sent with the mailings, with addi- 
tional variety introduced by making minor changes in the copy. 
By printing the entire run at one time, the only added cost was 
for press wash-ups and ink changes. 


PRINTED MATERIAL 
Special Format for Effect 


Pacific Printers, San Rafael, Cal., made some minor variations 
on a popular format and came up with a highly effective mailing 
piece. A series of 8’2x6%4” individual sheets (in this case show- 
ing unusual type designs) was enclosed within a four-page 
folder. The folder provided a cover for the collection of individual 
sheets and the center spread was used effectively for a general 
advertising message. The change from the more normal 8!2x11” 


size produced a highly distinctive effect. 





HOUSE ORGANS 
Printed Addresses Give Added Touch 


With an increasing number of external house organs hitting 
nearly every prospect, the need for a special added touch becomes 
highly important. Wetzel Printing, New Orleans, came up with 
one which, while comparatively costly for anyone except a 
printer with a little extra time on its hands, is certainly effective. 
Wetzel mails its 4'2x6” in high-quality white 
envelopes with the name and address of each recipient printed 


in green by letterpress. A sure way to attract attention. 


house organ 





DIRECT MAIL 


Timely Blotters Score Impact 


One of the most unusual pieces entered in the 1955 PIA com- 
petition was an unusual blotter sent by Finlay Bros., Hartford, 
Conn., to its prospects as soon as the returns were in from the 
latest Connecticut gubernatorial elections. The blotters showed a 
picture of Abraham A. Rubicoff with his 
reversed signature printed on the blotter side as though actually 
blotted. The message was headed, 


winning governor 


“Election Campaigning is 
Over,” and urged support of the new administration. Actually, 
blotters featuring both candidates were printed in advance. 





CONTESTS 


Scoresheets for Accurate Judging 


Miller Printing Machinery Co., Pittsburgh, which sponsors the PIA 
competition, has developed a highly effective method for judging 
the contest entries. Each judge is given a set of sheets with 
spaces for rating (from 0 to 3) each entry on five basic points. 
The use of the scoresheets, so often absent in contest judging, 
assures entrants that their entries will receive equal consideration 
from all judges on all factors involved in the competition. The 
sheets also help to eliminate any question in the minds of judges 


on factors to be considered in the judging. 





December 1955 ¢ ar « 17 








Do you know the type? 


—— ; A right jolly old face 
a BN That came ’cross the sea 
From merry old England 
With a long pedigree 

Of sma-a-ashing success 
In paper and book 

For the thrifty amount 
Of space that it took. 
Yes—a close fitting face; 
Condensed of a sort 
With legibility 

A definite forte. 

It makes reading easy 
On ’most any stock: 
Antique or coated 
Whichever you've got. 
Its larger appearance 

In a point size survey 
Prompted Colliers to put it 
To bed right away. 

In promotional printing 
It’s won a high place. 
Now I say—know the name 
Of this Linotype face? 


They 
ERO oy 


If you don't recognize this type 
Read the turned slug below. 


NVWOU SHWLL (b’George) . . . by Linotype. Italic and SMALL CAPs, and in the same sizes plus 
Boiled down to benefits, you can pack a lot of 18- and 24-point with Times Roman Bold. 
legible copy into a little space when you use Care to see a specimen? Drop us a card at the 
Times Roman. Linotype makes it available in address below and we'll send you a free specimen 
sizes from 51/2- to 14-point, in combination with book of this popular, versatile face. 


Mergenthaler Linotype Company, 29 Ryerson Street, Brooklyn 5, N.Y. « LINOTYPE - 
Set in Linotype Times Roman, Bodoni Book Italic, and members of the Spartan family 


Agencies: Atlanta, Boston, Chicago, Cleveland, Dallas, Los Angeles, New York, San Francisco. In Canada: Canadian Linotype, Limited, Toronto, Ontario 
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~ Advertising Requirements 


A workable system of checks and counter-checks can free the 


ad manager for his main job — creative thinking. 


By A. F. Calabro 
Wilson, Haight, Welch & Grover Inc. 
Hartford and New York 


The responsibilities of the adver- 
tising department have grown so 
fast that in many cases adequate 
controls and procedures have not 
grown proportionately. Today’s ad- 
vertising department is responsible 
for a wide range of activities, from 
producing small mailing labels to 
the creation and administration of 
large scale campaigns. 

One of the advertising manager’s 
most important problems is to keep 
track of these too-numerous-to- 
mention jobs and to keep a check 
on budget expenditures. Usually the 
advertising manager must rely on 
his agency for information on bud- 
get and work progress. The problem 
is squarely in the advertising man- 
ager’s lap if the agency is not con- 
cerned with the particular promotion 
or campaign in question. Informa- 
tion on work progress and budget on 
a particular campaign, or on an en- 
tire advertising appropriation, should 
be at the advertising manager’s fin- 


gertips for easy reference, so that 
he can make intelligent decisions 
and have the answers immediately 
when his superiors call for them. 

If adequate organization of con- 
trols does not exist, and the adver- 
tising manager has to spend valuable 
time in digging out the information 
he needs, very little time is left to 
him for any creative thinking, which 
is his prime function. 


>The advertising manager can have 
information on work flow and budget 
by setting up a system of procedure 
under his control but not necessarily 
operated by him. 

A good system for controlling bud- 
get and work flow should be simple, 
easy to handle and efficient. It 
should tell at a glance: 

e What you have spent at any stage 
of a campaign for space and for pro- 
duction. 

e How far along you are in fulfill- 
ing media commitments on a cam- 
paign. 

e What stage of production a printed 
piece or advertisement is in. 

The system proposed here meets 
all of these qualifications. It is one 


that is currently in operation and 
over a period of years has proved 
itself to be more than adequate. 


>The first tool necessary for the 
operation of this system is an 8x5” 
schedule card. (Illustration 1). The 
function of this card is to keep track 
of advertisements that are assigned 
for publication and to see that each 
publication has an assignment. It 
also tells at a glance what publica- 
tions are running a particular cam- 
paign, how far along in the year you 
have made assignments of advertise- 
ments to a particular publication 
and contains in handy form, the size 
and closing date of any publication. 
The long-life utility value of this 
card rests in the fact that it can be 
stored in a small space for refer- 
ence to what appeared in a publica- 
tion several years after the issue. 
The second tool is an 8x5” progress 
card. This is just as important as 
the schedule card (Illustration 2). 
The function of this card is pri- 
marily to keep track of the progress 
of a particular advertisement, pro- 
motion piece, counter display, etc. 
It is also used for recording the costs 
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Illustration I 


involved in the preparation of the 
printed piece. In this instance it is 
used as a budget control. 

The third tool is a Kardex Ledger, 
which holds the cards in place on a 
desk for easy reference. This Kardex 
Ledger would only hold those cards 
whose status is still active, ie., the 
job is still in progress. 

The fourth tool is two file drawers, 
which are used for the storing of 
the schedule and progress cards after 
their status becomes inactive. 

Another tool which is not essen- 
tial but highly recommended is a 
proof book. This book should con- 
tain advertisements which have been 
prepared and posted into the book 
according to campaign. 

These are the essential tools for 
controlling budget and work flow. 


> Schedule Cards ... After the ad- 
vertising manager has approved the 
agency’s media recommendations, he 
records the publication by campaign 
or category onto his schedule cards 
(Illustration 1). He sets up schedule 
cards for as many campaigns or 
categories as he may have. Note 
that above the publication are three 
spaces for each month of the year 
marked “1,” “2,” “3.” In space “1” 
he puts the job number of the ad- 
vertisement scheduled for that pub- 
lication for that month. This number 
can be supplied by his agency. If 
his agency does not set up job num- 
bers in advance of production, he 
places a small check in space “1”, 
which will indicate to him that he 
has a media commitment and records 
the job number when it is supplied 
to him by the agency. 

In space “2” he enters what the 
publication cost is for that month. 
The media estimate submitted by his 
agency should give him this cost. 
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In space “3” he enters total prep- 
aration costs for the ad used that 
month. If the ad is used in more 
than one publication and more than 
one month, he records the prepara- 
tion costs only once; that is in space 
“3” for the publication and month 
where it first appeared. He only 
records this cost once, so that when 
he makes up a budget analysis the 
charge will appear only once. Of 
course, in order to make this entry 
he will have to wait until the ad is 
complete and invoice submitted to 
him for approval. 

At the end of a campaign he totals 
costs for production and for space 
and records it at the right hand col- 
umn of the schedule card. Then he 
can tell at a glance what the costs 
are for space and production for one 
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publication, an entire field or a cam- 
paign. 

One of these cards should be set 
up for each field or category, and he 
lists on each card all the publica- 
tions in the field it represents. 

An additional function of this 
schedule card is to tell how far along 
in the year is the preparation of ad- 
vertisements for a campaign. Here 
is how this card can give this in- 
formation. When he orders his 8x5” 
Kardex Schedule and progress cards, 
he can also order small colored plas- 
tic markers. A marker can be placed 
at the very bottom of the card, where 
a small boxed section is provided 
showing the year and each of the 12 
months. If he has already prepared 
advertisements through March he 
moves the plastic marker to cover 
March. Therefore he knows at a 
glance that the campaign is com- 
plete through the first three months 
of the year. As ads are completed 
for a month he moves his marker to 
cover that month. 


> Progress Cards . . . When a par- 
ticular job is started, preparation of 
an advertisement, promotion piece, 
etc., the progress card comes into 
play. The first thing the ad manager 
does is record the job number on his 
progress card. This number can be 
obtained from the schedule card and 
was supplied by the agency. In the 
case where the agency is not con- 
cerned with the job, he can use a 
number taken from a running list 
which he maintains. This number 
will serve as identification for the 
job. He not only records the job 
number but all other pertinent in- 
formation that the card calls for 
(Illustration 2). 

The bottom portion of the card 
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controls the progress of the job. C&L 
stands for copy and layout, when it 
was due, and when it was actually 
delivered. Note that after each stage 
of preparation, i.e., Copy & Layout, 
Art, etc., there is a box “out.” He 
records here when the material was 
due “out” of his hands and when he 
actually delivered it “out.” The rea- 
son for these “due” and “delivered” 
boxes is to tell, if he is late in the 
preparation of a job, exactly where 
the bottleneck was. 

The righthand column of the card 
contains a section for “Costs.” The 
ad manager records in this section 
total costs of invoices that come to 
him when a job is in progress. This 
serves aS a permanent handy record 
of what a job costs and how well he 
is doing budgetwise. It will also help 
to estimate future jobs of a similar 
nature. After this job is complete he 
pulls out the card from his Kardex 
Ledger and files it away. 

When proofs are received from the 
agency they should be filed in a 
proof book. If the agency does not 
pull proofs with the job number on 
the bottom it should be asked to do 
so. This job number will also be 
found on the progress and schedule 
cards. Therefore, if the ad manager 
is looking for a particular ad and 
wants to know where and when it 
appeared, he merely looks through 
his proof book, finds the ad, notes 
its job number and pulls out either 
his schedule or progress card, de- 
pending on the information he needs. 

A separate proof book should be 
kept for promotion and printed ma- 
terial. The same system for finding 
information applies here as in ad- 
vertisements. The progress card on 
printed matter offers much informa- 
tion usually desperately needed. 

It is evident that the progress and 
schedule cards contain all the in- 
formation necessary in making up 
a budget analysis. 


>Remember that progress cards of 
completed advertising pieces are filed 
in file drawers in an inactive status. 
If the ad manager wants to know 
what he has spent during the course 
of a period he merely pulls out the 
progress cards and schedule cards 
and adds up quickly what was spent. 
Any expenditure that was made will 
be included on these cards. 

The manner in which these cards 
are filed should be left to the dis- 
cretion of the ad manager—which- 
ever method serves his particular 
needs best should be followed. Some 
ad managers prefer chronological ar- 
rangement and others have found a 
campaign arrangement best. 

What has been attempted here is 
to give an over-all method of opera- 
tion which has proved itself success- 


ful. The control system proposed is 
flexible and, using the essentials of 
the system as a base, modifications 
can be made to adapt it to any and 
all particular needs of an advertis- 
ing department. 

In summary, these are the steps 
that should be followed: 
e Set up schedule cards at the start 
of the year, filling in space costs and 
other information called for on the 
card. 
e Fill in information on progress 
cards when a job is first started, re- 
membering to fill in the job number 
supplied by the agency. 





e Assign “due” dates for each pro- 
duction step. 

e Follow up periodically when ma- 
terial is due to and from the ad man- 
ager. 

e List production costs on schedule 
card when invoices are sent by the 
agency. 

e For jobs not involving the agency, 
list suppliers and their charges on 
the progress card under “Printed 
Matter” and “Costs.” 

e Pull out progress card when job 
is complete. 

e Make up budget analysis from 
schedule and progress cards. 44 


Printing Know-How on Campus 





State University Cuts Production Costs 
When Book Cover Plates Do Double Duty 


Pennsylvania State University 
(University Park, Pa.) produced a 
handsome centennial booklet and in- 
cidentally came up with a couple of 
production stunts that should inter- 
est admen in general. 

The centennial booklet itself is 48 
pages, 84x11”, printed on Mead 
Black & White stock. It’s black and 
white, with the exception of an oc- 
casional wide blue rule, blue head- 
ing or blue ornament. Body type is 
Garamond and display type is Bern- 
hard Booklet. 

The cover, a reproduction of one 
of the main buildings in color, 
utilizes Warren Lusterkote. Color 
plates for the cover were produced 
by Beck Engraving while inside 
plates were by Conemaugh Engrav- 
ing. 

The booklet includes a short his- 
tory of the university and is pro- 
fusely illustrated with 125 pictures 
showing university activities and 
personnel from 1855 to 1955, the cen- 
tennial year. 


>The university figures it made its 
four-color plates pay for themselves 
by using the plates for the cover of 
a birthday dinner menu as well as 
for posters advertising the booklet. 

The printer ran 30,000 covers for 
the booklet a couple of months ahead 
of time, then changed one line on 
the black run (from “A Century of 
Service to the Commonwealth” to 
“Centennial Birthday Dinner’) and 
ran off 800 extras for the menus at 
a very reasonable cost. Another 150 
extra booklet covers were run for 
use on the posters. 

Another interesting stunt devised 
by the university was printing post- 


age costs of the booklet (“Postage 
for Mailing: 2nd Class, unsealed, 8¢; 
1st Class, 24¢”) on the posters an- 
nouncing sale of the centennial sou- 
venir booklets. 


>This simple device had two re- 
sults, according to the university: 


1. It eliminated a great number of 
insufficient postage returns to the 
university, since the envelope bore 
the university return address and 
the average mailer doesn’t bother to 
include his own return address. 


2. It increased sales of the booklet 
from one to a person to from four 
to five to a person. Since the univer- 
sity did not include the postage costs 
on the first batch of posters but did 
on the second, it had a check that 
showed increased sales when the 
posters with the information ap- 
peared. The posters were used with 
easels for counter display, and this 
additional point-of-purchase infor- 
mation was a factor in increasing 
sales, the university believes. 44 
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By Annette Green 

Women’s Service Coordinator 
Olin Mathieson Chemical Corp. 
New York 

Nobody’s ever found a better word 
for “it” than the Chinese. One pic- 
ture is worth a thousand words! 

For the publicity person, this is 
certainly truth—absolute! How many 
pictures of perfume bottles reach a 
beauty editor’s desk each month? 
Dozens! The question one asks over 
and over is, “How will I give the 
picture life, a new twist, drama, 
appeal?” Should the bottle stand 
alone in all its “importance,” or 
should it be a part of a scene? Is a 
piece of shimmering satin or crushed 
velvet the answer? Perhaps a rose 
tossed casually across the bottle’s 
bow will do the trick? 
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GETTING 


Well, everyone has her own idea 
of “the” picture that will sell itself 
to the busy editor. 

Personally, I approach the picture 
problem with the fanfare of what I 
sometimes laughingly think to my- 
self must be that of the sterotyped 
Hollywood producer. 

After looking at the pertinent 
package, be it perfume or powder, 
from every angle, I am convinced 
that there is no other anywhere so 
colossal, stupendous and magnifi- 
cent. 

Since I am restrained perforce 
from using color or wide-screen, and 
no stereophonic sound can sing out 
the praises of my prize package, I 
am determined to salvage the situa- 
tion by at least providing a proper 
scene. 


THE SPECIAL 


publicity 


>I am 100% against the draped 
cloth and nestling blossom. If every- 
body’s going to insist upon taking 
pictures that look exactly alike, it 
doesn’t seem to me that it is worth 
bothering. 

Take the case of Christmas. There 
simply is no more important time in 
the life of the perfume publicity girl 
or guy. This is when packaging is 
exciting; when there is a real story 
to tell. But—and this is a big but— 
almost every other perfume and 
cosmetic house also has exciting 
packaging and an equally good story 
to tell. So—-what to do to make an 
editorial impression? 

First, keep just that in mind. Your 
pictures are for editorial pick-up 
and they must reflect it. Too straight 
a product shot, with over-emphasis 





IN 


photos 


on the cut of the bottle, package or 
name can make the picture valueless 
to an editor. 

She wants a picture that will tell 
a pretty, as well as an effective, 
story. She’s not supposed to be 
“your” salesman. Her purpose is to 
create interesting and informative 
reading matter for the people who 
buy her paper or magazine. As a 
former beauty editor of the Scripps- 
Howard News Syndicate, I redis- 
covered every day how little thought 
was given the product picture from 
an editorial viewpoint. 

Even if an editor rephotographs 
the product, it is up to you, in your 
photograph, to reveal to her the 
possibilities. 
>In my Christmas pictures, which, 
of course, involve quantity, I like to 


pick an over-all background theme. 
Last year, the theme was an “old- 
fashioned” Christmas. To get the 
proper props, I sought out the pub- 
licity man at IBM and borrowed the 
figurines and other Christmas minia- 
tures which this company uses every 
year in its Madison Avenue win- 
dows to characterize the Christ- 
mases of the 1800 and 1900s. 

This year, the Lentheric packag- 
ing itself served as inspiration. They 
are like blocks of gold in their sim- 
ple, clean-cut design. I decided to 
simulate a background impression 
of a mountain—with the visual in- 
timation that Lentheric’s “golden 
nuggets” had been extracted from 
this mountain of gold. I discussed 
the matter with my photographer, 
Goold Studios. 


Lentheric has achieved notable success with 
product publicity pictures. Its techniques 
provide a good “starting point” for any 


adman with product promotion problems. 


Adam N 
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I always work in close contact 
with the photographer so that we 
are completely aware, from one 
moment to the next, of what the 
other is thinking. In addition, the 
photographer can indicate immedi- 
ately whether or not a concept is 
workable. A perfect result requires 
the combined efforts of everyone 
involved in the picture. 

To carry out the theme, we created 
a mountain with the help of heavy- 
textured, gold foil paper. Each indi- 
vidual package was set into the 
mountain and, depending upon the 
nature of the package, additional 
Christmas decoration was employed. 

Angel hair, Christmas balls and 
bells, pine and all of the other sym- 
bolic decorations of the holiday were 
used .. . only, however, in relation 
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to a particular package, not—as is so 
often the case—just because it hap- 
pens to be a Christmas picture. The 
photographer and I decided on these 
additional props as we made our 
sketches. 


> This discussion time with the pho- 
tographer cannot be over-empha- 
sized. Together we make rough 
sketches of each photograph before 
it is set up, so that there can be no 
misunderstandings of the require- 
ments. Complete set-ups are then 
made from the sketches and again 
discussed before the picture is taken. 
All of this preparation turns out to 
be a saving because it allows you to 
get top flight results from the first 
shooting. 

In this season’s group of Lentheric 
Christmas presentations, there was 


Next Month in AR... 


a series of specialty packages which 
bore no relationship one to the other. 
In these instances, I abandoned the 
mountain theme and treated them 
individually. For instance, “The 
Conversation Piece,’ Lentheric’s 
impressive all Tweed package, was 
set in an angel hair cloud, with two 
delicate pastel telephone receivers 
placed strategically to indicate the 
intimacy of a private conversation. 

In every instance, the unusual 
backgrounds completely simplify the 
writing of the copy. I have only to 
describe my scene and that’s that! 
The caption writes itself. 


> Product picture-taking is a spe- 
cialty! Not every photographer is 
equipped artistically to meet thé 
demanding requirements. I don’t 
want a fashion photographer, no 


Hiram Walker Uses Four-Piece Package 
As Christmas Gift Wrap for Liquors 


In the January AR, Harold D. 
Dols, merchandising manager of 
Hiram Walker Inc., Detroit, will tell 
the story behind one of the most 
complicated packaging jobs of the 
year. 

Unlike anything ever offered be- 
fore in the liquor industry, Hiram 
Walker has introduced a complete 
line of distillery-wrapped gift mer- 
chandise. Known as the Walker Lux- 
ury-Wrap program, each of several 
Walker liquors has been given a dis- 
tinctive new Christmas package con- 
sisting of four separate package 
units: 

1. A standard bottle 

2. A heavy cardboard carton 

3. Colorful Christmas wrapping 
paper 

4. A cellophane overwrap 

The new gift wrapping program is 
the result of the popular Walker 
Merchandising Fairs held two years 
ago (See “The Be-A-Better-Mer- 
chant Merchandising Fair,’ May 
1954 AR). The popularity of a gift- 
wrapping booth at the fairs indicated 
to Walker officials that retailers were 
intensely interested in selling high- 
style gift merchandise. But, reasoned 
Walker, wrapping robs the retailer of 
selling time and since the bulk of 
Christmas buying comes in the last 
two weeks before Christmas, it be- 
comes almost impossible to sell and 
properly wrap at the same time. 


>The answer was the new Walker 
Luxury-Wrap program. But having 


the answer was only the beginning 
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of a most complicated packaging op- 
eration. From the beginning it was 
obvious that hand-wrapping would 
be too expensive, yet a study indi- 
cated that machine-wrapping of the 
type needed had never been offered 
by any industry. Many firms said it 
was impractical. 

However, by assuming a share of 
the engineering and development 
costs and offering a sizable sum for 
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matter how clever, to take a picture 
of one of my perfume bottles. It’s 
like going to a doctor to have a 
tooth pulled. And, how wrong it is 
to spoil your finished picture by giv- 
ing it to an inexpensive, but also 
incompetent copy house. Better to 
spend one or two cents more and 
receive copy prints which capture 
the quality of the original. 

If you regard your product pic- 
tures as unique unto themselves... 
and capable of being presented cre- 
atively, beautifully, and editorially, 
I believe you will discover, as I have, 
that your pictures will be welcomed 
by more and more editors, and 
equally important, seen by a great 
many more readers, who want a pic- 
ture to tell them what none of us 
could ever manage ... even in a 
thousand words! 44 


the completed machines, Walker was 
able to proceed. Twelve outside com- 
panies were used to develop the var- 
ious machines needed to form the 
cartons, automatically place bottles 
in them, wrap the package, apply 
decorative ribbons and outer cello- 
phane wrap and pack the completed 
package in shipping containers. 

At the helm of the entire program 
was Harold Dols. Not only did he 
superintend the packaging, but he 
was in charge of the elaborate Lux- 
ury-Wrap advertising and display 
program—one of the most extensive 
ever given a single promotional idea 
in the history of the liquor industry. 

44 
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Complicated Job . . . These new gift wraps for Hiram Walker liquors represent one of 


the year’s most complicated packaging jobs. The story behind the Walker Luxury-Wrap 
program will be described in the January AR. 
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How Channel Master Corp. used copy-heavy advertising and 


attractively printed trade literature to transform a “technical” 


item — TV antennas — into a glamorous consumer product 


By Daniel S. Roher 
Advertising Counsel 
Channel Master Corporation 
Ellenville, N. Y. 


Seven years ago, when Channel 
Master Corp. went into the manufac- 
ture of television antennas, it was an 
infant company in an infant indus- 
try. It was locking horns with liter- 
ally hundreds of competitors, some 
of whom had been in business for 
more than 20 years making parts for 
the radio industry. 

In 1954, Channel Master, racking 
up more than $12,000,000 in sales, 
had an output of three and one-half 
million outdoor tv antennas—an esti- 
mated 35% of the industry total. 

Behind these facts is the story of an 
aggressive sales promotion program 
which placed unusual emphasis on 
the presentation and distribution of 
the printed word. 


> Education was the major objective. 

In advertising talk, the word “edu- 
cation” has many meanings and fre- 
quently means “to buy my product.” 


However, Channel Master had a 
genuine educational job on its hands. 
Professional tv technicians needed 
in fact, demanded—information to 
help them evaluate, understand, se- 
lect and install tv antennas. The first 
and biggest job was to get this infor- 
mation out of the lab and into the 
service shop. Although much tech- 
nical material was available to the 
serviceman about the tv set, there 
was absolutely no practical data 
available about these odd new de- 
vices, tv antennas. 


> Other objectives: 

e To obtain recognition for televi- 
sion antennas as highly intricate, 
complex, engineered devices which 
were actually, in most cases, more 
responsible for the quality of the tv 
picture than the set itself. 

e On the one hand, to promote a 
brand name and a complete line. On 
the other, to develop identity and 
individuality for each of the products 
in that line, so that the serviceman 
could turn to the proper Channel 
Master antenna to solve any specific 


reception problem. There are cur- 
rently some 250 different antenna 
models in the Channel Master line. 

e To glamorize and romanticize a 
basically unglamorous type of 
product. 

Channel Master products are sold 
only through selected distributors 
These in turn sell to the group which 
must be considered the real target 
of this advertising program: tv serv- 
icemen and installation men. This is 
a tough group to pin-point. 

Among other things, it consists of 
dealers with their own service de- 
partments, independent servicemen 
who do no retail selling, installation 
companies working on contract only. 
It includes men with outstanding 
technical backgrounds, and men with 
limited technical backgrounds. Our 
job was to find a way of getting our 
message across with equal effective- 
ness to all of these groups. 

While copy-heavy, fact-filled space 
advertising was—and still remains 
an essential element in Channel 
Master’s trade promotion, publica- 
tions simply did not provide the 


December 1955 ¢ ar « 25 





Flyers and Folders . . . Covers of typical 
and artistic pieces of literature used by 
Channel Master to glamourize its product. 


space or flexibility for us to fully 
develop our product stories. In order 
to deliver our message with equal 
effectiveness to all groups concerned, 
despite the differences in their tech- 
nical backgrounds and training, we 
turned to printed literature—moun- 
tains of it. 


>Several basic, different literature 
formats are used. 


1. Technical, educational, non-pro- 
motional ... From time to time, 
Channel Master publishes pam- 
phlets of a purely technical, informa- 
tive nature. 

There was no precedent for such 
literature when Channel Master be- 
gan providing it. One of the first jobs 
was to establish and popularize com- 
mon denominators for judging and 
comparing the performance of dif- 
ferent antennas, to explain how and 
why they worked, to suggest im- 
proved methods of installation. A 
basic antenna “language” had to be 
taken from the engineering volumes 
and dusted off for “popular” use. 


2. The promotional “booklet” .. . 
Channel Master isn’t product-shy. In 
a heated, competitive industry, our 
sales appeals are direct and out- 
spoken. But every claim is staked out 
in a field of verified facts. This is the 
dual nature of our promotional ob- 
jectives: to combine technical edu- 
cation with straight-forward sales 
appeals. And to accomplish it we 
utilize a type of literature created to 
appeal equally to readers with heavy 
and light technical backgrounds. 
This takes the form of an 8-page 
booklet. The cover, center spread, 
and back cover are devoted primar- 
ily to promotional copy and fruit- 
salad layout. Pages 2, 3, 6, and 7 are 
devoted to a straight technical story, 
in editorial layout, about the back- 
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ground and development of the prod- 
uct, how it works, why it works, etc. 

The advantage of this presentation 
is that the casual or non-technical 
reader can very quickly gather what 
we have to say about the product. 
It’s all in the center spread. The 
more serious reader can get a full 
technical story explaining the why 
and wherefores. 

This technique is used only with 
the introduction of major products, 
and only about two or three times a 
year. 


3. The promotional “flyer” ... The 
single sheet, 84x11” flyer carries 
the heaviest burden of all because it 
is a Channel Master policy to fur- 
nish complete, detailed literature on 
every one of its products. This is the 
“basic” literature format and the one 
used to describe most of the products 
in the line. Most sheets are combined 
“flyers” and “catalog sheets” in this 
sense: the approach is strictly pro- 
motional, yet care is always taken 
to maintain a minimum level of 
straight-forward technical material 
to support the sales story. 


4. Envelope stuffers . . . Envelope 
stuffers are made for the more im- 
portant products in the line. They 
always supplement, never take the 
place of, the more detailed literature 
described above. Although most 
stuffers are designed for distributor 
mailings to dealers, several are now 
consumer-oriented for dealer use. 


5. “Tenna Tape” .. . The literature 
described above is for the informa- 
tion of all who handle Channel Mas- 
ter products, distributor and service- 
man alike. However, a vital link in 
the sales chain is the distributor’s 
salesman, the man who actually goes 
out and makes the sale to the serv- 
iceman. His trust and good will are a 
most vital asset to the manufacturer. 

An informal newsletter, “Tenna 
Tape” is sent to these men frequent- 
ly, highlighting special product in- 
formation, sales tips, etc. Almost 
every new piece of literature sent to 
the distributor’s salesman is accom- 
panied by a “Tenna Tape,” our direct 
pipeline to the individual who ac- 
tually makes the sale. 


6. Consumer literature . . . Within 
the past 18 months, the consumer has 
become a new and important factor 
in the antenna business. Consumer 
brand-building is now a major objec- 
tive of the larger manufacturers. In 
the first effort of its kind, Channel 
Master published a factual 16-page 
pamphlet called, “Your TV Antenna 
is Showing,” which described in non- 
technical lay language the function 
of a television antenna, the different 
types available, and other subjects. 
Almost a million copies have been 


distributed, many with the active 
cooperation of tv stations anxious to 
promote better reception in their 
service areas. In addition, a small but 
growing quantity of consumer prod- 
uct literature, as mentioned above, is 
being made available. 


> Although printed literature has 
been a major element in the process 
of glamorizing a “Plain Jane” prod- 
uct, there are many others. And 
although these techniques are quite 
common-place in the merchandising 
world at large, they were unique— 
even revolutionary—when first ap- 
plied to the promotion of those odd 
configurations of metal rods known 
as tv antennas. 

From the beginning, Channel Mas- 
ter sales executives bravely decided 
to promote antennas in a similar 
manner to tv sets or kitchen appli- 
ances. Consequently, they freely 
used modern consumer merchandis- 
ing techniques and adapted them to 
trade, and later, consumer sales pro- 
motion. Over the years, this proce- 
dure successfully transformed a 
highly technical, hard-goods product 
into a “glamor-girl” of sorts—first to 
the trade, and then to the general 
public. There were many contribut- 
ing factors: 


1. Art Treatment . . . The shortest 
distance to a stated objective (glam- 
orizing television antennas) is a 
straight line. Our straight line was 
to heavily emphasize the art and 
layout treatment of all product lit- 
erature. For the most part, extrava- 
gant layouts are used, spiced with 
liberal dashes of color, good art, and 
effective typography. The more im- 
portant literature is usually “themed” 
to provide effective visual follow- 
through with either the product 
name, function, or other quality 
which lends itself to abstract or 
emotional visual presentation. Our 
current catalog cover carries a full- 
color reproduction, first in the indus- 
try, of an original watercolor 
executed by a staff artist. 


2. No Orphans Live Here... “If it’s 
worth while making, it’s worth while 
promoting.” Every product in the line 
receives its full share of literature 
and other promotion. 


3. Imaginative, Meaningful Product 
Names .. . We’ve found that it pays 
to make our products easy to remem- 
ber. Elementary? Of course. But in 
the past, antenna names were per- 
sonality-less, technical labels like 
“Colinear Array” or “Hi-Lo Fold- 
Flector.” 

Names for Channel Master anten- 
nas are selected with care and are 
usually the result of group thinking. 
For example, when an antenna was 
introduced that would effectively 





provide color tv reception in addition 
to black and white, it was called the 
“Rainbow.” When an antenna was 
introduced which, contrary to the 
usual policy, did not carry a resale 
price schedule, it was called the 
“Maverick.” A new antenna that pre- 
pared the consumer for reception on 
future as well as present tv channels 
was called the “Futuramic.” These 
colorful, easily-remembered names 
(originally created for trade promo- 
tion) have naturally facilitated the 
swing into consumer advertising— 
with marked effectiveness. 


4. Fact-filled Trade Advertising... 
Extreme and unverified claims have 
long characterized antenna trade ad- 
vertising. We swim against the tide. 
Channel Master ads will never win 
any white-space layout contests, but 
they overflow with facts, perform- 
ance figures, charts, graphs, and 
technical explanations. We believe 
that this advertising policy has been 
a prime force in creating the out- 
standing trade acceptance now en- 
joyed by the company. For example, 
when the company announced its 
“Champion” antenna 18 months ago, 
it took orders for 50,000 units before 
the first one rolled off the assem- 
bly line! 


5. Retail Promotional Support .. . 
Dealer identification banners, decals, 
window streamers and other sales 
aids are made available for the pur- 
pose of establishing the name “Chan- 
nel Master” (as well as the entire 
antenna concept) on the consumer 
consciousness. Besides institutional 
material, display material for specific 
antenna promotions is often provided 
—usually in the “compleat package” 
kit customarily used in the appliance 
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Newspaper Mats . . . Copy-packed news- 
paper advertising gets attention, tells 
pertinent details of Channel Master tv 
antennas. 


industry, complete with gimmicks, 
mats, etc. 


6. Consumer Advertising Material 

. . Probably the most important 
single idea in this whole program was 
the establishment of a co-operative 
advertising program—a radical idea 
indeed for tv antennas. Antennas are 
installed by professionals, who also 
make the decisions as to the types 
and brands they want to use—pretty 
much as your druggist prepares a 
prescription. There was a legitimate 
basis for questioning the plausibility, 
necessity, and desirability of adver- 
tising outdoor antennas to the public. 

But we learned the inevitable les- 
son—never underestimate the power 
of the public. This campaign has been 
an outstanding success. In 1954, al- 
most a quarter of a million dollars 
was spent in local tv markets pro- 
moting Channel Master antennas. 
Newspaper insertions (in units up to 
full pages) are now appearing at the 
rate of 7,000 a year. Radio and tv 
commercials are appearing at the 
rate of 15,000 a year. Distributors are 
given a free hand in determining 
their own market requirements and 
in placing local advertising. 

Channel Master antennas have 
sponsored football bowl games, Drag- 
net, Fulton Lewis Jr., professional 
basketball, and a hundred other pro- 
grams. Once again the educational 
angle has not been overlooked. Con- 
sumer advertising stresses the basic 
relationship of the tv antenna to the 
quality of the tv picture, and its im- 
portance in eliminating snow, ghosts, 
and other tv problems—not only in 
the far-away fringe areas but also 
in strong signal locations. 

The factory provides advertising 
mats on all major products. Filmed tv 
commercials and spot announcements 
are also furnished. Coordinated with 
a strong public relations program, 
this campaign has succeeded in pro- 
moting brand consciousness and 
preference for Channel Master an- 
tennas in hundreds of cities and 
towns throughout the country. Sales 
results have been impressive. Dis- 
tributor and dealer support has been 
solidified. 


7. Motion Pictures . . . Three feature 
films have already been produced by 
Channel Master Corp. (We’re work- 
ing on a fourth.) Two of them are 
highly technical, educational films 
for the serviceman and installation 
man. The third, “The Vital Link,” is 
a consumer film produced for club 
meetings. This informative, non- 
technical film has been televised 
about 200 times and seen by an esti- 
mated 10,000,000 people. 


8. Packaging .. . Even in packaging, 
particularly with its hardware acces- 


sories, the company’s practices are 
unique in the industry. Colorful, uni- 
form packaging and labeling, using 
smart distinctive layout and design, 
are part of the over-all program. 


> Almost all of Channel Master’s 
printing is produced by offset. Some 
of it is printed in the company’s own 
shop, which is well-equipped with 
camera, small presses and bindery 
equipment. All labels, instruction 
sheets, and a portion of the promo- 
tional materials are printed here. 

General literature runs, some as 
high as 150,000 pieces, are usually too 
much for internal handling. The us- 
ual practice is to print small quan- 
tities of product literature internally, 
for initial mailings, and to have the 
large runs completed outside. 

The bulk of our advertising litera- 
ture is printed on offset and vellum 
stock, although an occasional job is 
run on coated. Most new literature 
orders carry that omni-present 
“rush” label. The small, initial (in- 
ternal) runs are usually handled 
“work and turn,” ruling out coated 
paper for our Davidson presses. 

All trade product literature is, of 
course, cut or folded to 84x11” to 
simplify cataloging. Everything is 
Kalamazoo punched for the same 
reason. Because our advertising lit- 
erature is distributed like our prod- 
ucts, from manufacturer to distribu- 
tor to serviceman, every piece of 
literature, even price lists, carries a 
generous-sized panel for the dis- 
tributor’s imprint. 

The work-load is so consistently 
heavy that the printing department 
is operated year-round on a two- 
shift basis. 


>One of the very interesting fea- 
tures of this high-octane promotion 
has yet to be mentioned. The adver- 
tising agency’s entire creative effort 
—planning, writing, layout, and fin- 
ished art—tumbles out of a quiet little 
mountain resort village, almost 100 
miles from New York City. These 
people work in a rural world, at 
home with cornfields and cowsheds, 
quite removed from the influence and 
activity of the big city. 

Endowed with a personality and a 
touch of glamor, plain old antennas 
are now emerging as full-blown con- 
sumer products—largely because they 
were merchandised from the begin- 
ning as though they were consumer 
products. 

By continuation of this same basic 
“turn-every-promotional-stone” phi- 
losophy, we expect to see more 
widespread recognition of the tv an- 
tenna as a product related to Amer- 
ica’s most popular entertainment 
medium which receives more than 
just casual attention from the aver- 
age man. 44 
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ow Smirnoff made 


vodka a vogue 


Daring photography, subtle color, sophistication and “modern” art resulted 


in an ad series that almost doubled sales for a once little-used drink. 


Art & Photography 


By P. K. Thomajan 


The average liquor advertisement 
has a persistent tendency to be over- 
demonstrative, to try too hard and 
shout too loud. Furthermore, these 
hard-hitting attempts have not al- 
ways scored knockout results. Many 
of them have completely bounced 
off the hardened reader. 

A campaign that has utilized dif- 
ferent tactics with phenomenal re- 
sults is the current Smirnoff Vodka 
series. It has subtle sell, a luxurious 
feel and charm. These ads have pur- 
pose, integrity, beauty and put the 
Smirnoff bottle across without hurl- 
ing it at the reader. 

These ads are quiet-voiced. They 
invite the reader to join in a conver- 
sation instead of being lectured at. 
You sense a pleasant pull instead of 
a rude push. There are no tired 
words, no fake swank. The ads look 


quality without tritely 
quality. 

Throughout this entire campaign, 
the “impossible” has been executed 
with resourceful flair. There were 
difficult photographic problems, such 
as getting a closeup of the product 
and a long shot of a locale in one 
shot without recourse to super-im- 
posed effects. Then there has been 
the trying task of simulating a qual- 
ity of painting in the over-all tone, 
also following through on the plates 
and making certain that the sensitive 
shades are faithfully rendered. 


claiming 


>At times, the taking of the pic- 
tures has assumed the proportions 
of a Hollywood production, especial- 
ly the one showing a bare tree on 
the beach with figures perched on it. 
This trunk was towed out onto the 
sands and planted as though it grew 
there. Another “impossible” achieved 
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VODKA COLLING — deticiows, courtesy of Smirnett. 


was that of shooting against the sun 
in order to get an eerie twilight 
effect. 

The sheer beauty of these ads has 
conferred on them an uncommercial 
appearance—no small feat in adver- 
tising. Certainly, they are an oasis 
of refreshment in long stretches of 
arid appeals. 

There has been considerable psy- 
chological skill in slanting this cam- 
paign. Although smacking of nega- 
tive Russian associations, no attempt 
has been made to whitewash the 
word “vodka”. It has been taken for 
granted much like the word “caviar”. 
Another handicap was the prevailing 
opinion that vodka is a raw fiery 
drink fit only for wild Cossacks, not 
a mellow liquor and an agreeable 
mixer. 

Smirnoff Vodka has been ushered 
into the American scene by its 
American owners, Heublein of Hart- 
ford, as a distinguished liquor that 
belongs with whisky, brandy, gin 
and rum. It has been introduced as 
one of the most versatile of mixers, 
enhancing whatever it is associated 
with. Each ad portrays Smirnoff 
Vodka in a different drink. Ad in and 
ad out, there is an acceptance-condi- 
tioning reiteration of the happy 
thought that Smirnoff Vodka blends 
politely and never shouts down a 
delicate flavor, that it is smart to 
serve Smirnoff in more ways than 
one. 


> This campaign exemplifies the mo- 
tivating credo of the Lawrence G. 
Gumbinner Advertising Agency — 
Pictures that say something—Words 
that picture something. The ads in- 


volve the most careful rehearsals. 
Each ad must unfold another subtle 
phase of the Smirnoff story, conjure 
an abstract illusion with concrete 
allusions. Following spells of dream- 
ing and working, a group of color 
comprehensives are submitted to the 
client for review. 

After preliminary approvals of 
various suggested effects, there comes 
the shooting of some hundred or so 
Kodachromes, each seeking to catch 
the elements in the composition at 
the most natural moment. Copy is 
written and re-written until the 
headline merges with the image and 
then blends into the body text. Each 
ad is a brilliant piece of staging, 
wherein the Smirnoff bottle plays a 
starring role supported by a cast of 
articulate props. 

Another beauty of these ads is the 
complete absence of the mechanical 
approach to layout. The area in view 
is uncluttered by factual “plants” 
that divide vision. Instead, the basic 
ideas are built into the composition 
of the image. Thus a totality of effect 
is scored. 


>Many of these ads feature con- 
temporary celebrities, and the testi- 
monial technique is employed with 
restraint. There is no flaunting of 
names and sometimes one must look 
twice at an image to make sure of 
the identity. Individual names ap- 
pear in fine type at the lower right 
of each picture in a formal billing 
and in a manner that is concise and 
discreet. 

The first advertisement in the 
series was an absolute stopper. It 
appeared in 1953 and showed a man 
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Fine Artist Quality Opaque Designers’ 
Colors for illustrating and all commer- 
cial art. For brush or airbrush. Selected 
palette of 45 colors—in %-oz. glass jars. 


COLOR CARD ON REQUEST 


WEBER 


Liquid Transparent 
Water Colors... 


for Coloring 
STATS, 
PHOTOGRAPHS 
and 
TRANSPARENCIES 


Prepared ready for 
use with brush or air- 
brush, in a range of 
twelve clear trans- 
parent fluid colors, 
intermixable, of ex- 
ceptional strength 
and brilliancy. 
Smooth flowing and 
non-corrosive. For 
illustrators, design- 
ers, commercial art- 
ists and layout men 


In 4 ox. bottles 
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COLOR CARD ON REQUEST 


Series 97 
“FIELDING” RED SABLE 
WATER COLOR BRUSHES 


The finest water color 
brush it is possible to 
make. English sizes 1-12. 


Procurable at Artist Supply Stores 


F. WEBER CO. 


Manufacturing Artists’ Colormen since 1853 
OllL-e WATER @ TEMPERA e PASTEL 
Main office and factory 
y Buttonwood St 
PHILADELPHIA 23, PENNA. 
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in formal attire standing amidst 
wind-rippled desert sands facing a 
bottle of Smirnoff and a cool Mar- 
tini glass. The desert scene deftly 
accented the theme of the ad, which 
read: “Driest of the dry—No mirage, 
but something very real. We present 
the smart Martini, the Vodka Mar- 
tini with the Marvelous Taste.” This 
shot was taken in the Arizona desert 
to attain the realism achieved. The 


| imaginative daring of this ad resulted 
| in getting this campaign off to a fly- 


ing start, and left the readers desir- 
ing more. 

Soon this was followed up with one 
directly captioned, “The Martini 


| With The Marvelous Taste.” The dry 
| mood was sustained by a profile shot 
| of the same character seated in the 
| desert—sipping a 


Martini. Then, 
standing like a sentinel in the scene, 


| was the Smirnoff bottle in the fore- 


ground flanked by a frosty Martini. 


| The entire composition was suffused 
| with a dreamy blue haze. 


> Smirnoff next put in its appearance 


| on the beach sands in the guise of a 
| delicious Vodka Collins. This loomed 
| as a really tall drink with a lemon 
| slice mistily floating in it. The reader 


was made to feel every temptation 
for plunging into a Vodka Collins of 
his own. 

This series has included such blue 
chip personalities as the distin- 
guished British actor, Sir Cedric 
Hardwicke. The ad in which he ap- 


| pears has a forthright, head-on im- 


pact, as he straddles a_ reversed 
chair. He makes no statement, but 


| he looks as if he might be directing 
| a production or about to direct you 
| to try a certain drink . 
| situation that permits the copy to 
| speak with authority. 


.. a strategic 


Another ad with a distinct British 


| flavor was that showing a big game 


hunter surrounded by various ani- 


| mals of the jungle. Gin and tonic 
| has long been the traditional drink 


of such gentlemen, but the persua- 
sive text suggested vodka and tonic 
as something superior. 

One of the most provoking ads in 
this series is that titled, “Versatile 
As a One-Man Band.” Here you 
witness the multiplication of what is 
apparently one man posed as five 
different instrumentalists—a slightly 
intoxicating sight, to say the least. 
Some construe this to be a composite 
image but it is actually one shot. 


> Eddie Senz, the make-up magician, 
was engaged to make up five differ- 
ent men to look the same, and when 
he was finished you couldn’t tell 
them apart. The initial approach for 
this ad was to show an old-time 
vaudeville performer loaded with all 


| sorts of musical contraptions, but it 


was felt that this gave the wrong 
quality impression. The later con- 
cept offered more originality and hit 
on a higher level, one befitting the 
product. The copy synchronizes per- 
fectly with the image and reads: 
“Smirnoff plays any part you ask 
for it—with talent and distinction. 
No new routines to learn. Just use 
mellow Smirnoff instead of gin to 
make a smart Martini—driest of the 
dry, smoothest of the smooth.” 

A classic of intriguing composition 
is the advertisement quizzically cap- 
tioned, “Who Put The Vodka In Mrs. 
Murphy’s Orange Juice?” It presents 
the actor, Vincent Price, with his 
back casually turned to the reader. 
Then staring directly at you is a 
black cat in his lap, which under- 
scores the mystery motif. The Price 
profile is captured in an oval mirror 
on a nearby wall. This advertisement 
dramatically plays up a delightful 
drink called the Screwdriver, made 
by pouring vodka in orange juice. 

In these ads oranges appear on a 
table in the mirror next to Mr. Price’s 
face, in the immediate foreground 
there is the famous bottle and be- 
side it the drink itself, and then a 
real screwdriver to give the theme 
a final twist. 

Before Smirnoff started to make 
the nation vodka-conscious, sales of 
this liquor were virtually nil. Within 
the span of three years, Smirnoff has 
not only become the best seller in its 
field, the fastest growing brand in 
the industry, but is actually respon- 
sible for the vodka industry itself. 
Smirnoff enjoys one-half of the total 
sales in the entire vodka market, 
which contains over sixty competing 
brands. In 1954, Smirnoff produced 
650,000 cases. This volume promises 
to be well over the million case mark 
in 1955, with the continuance of the 
advertising ingenuity already dis- 
played. q¢ 


American Crayon Offers 


Doodlers Something New 


The doodler has it pretty good 
these days. Nearly every month it 
seems someone comes up with a new 
pad or blotter gimmick for him to 
record his scribbles. One of the most 
unusual new items is American 
Crayon Co.’s (Sandusky, O.) “Doo- 
dle Table.” 

The table is actually a practical 
article of furniture for art depart- 
ments, engraving companies, pro- 
duction departments, etc. In appear- 
ance it resembles an ordinary, good- 
looking coffee table . . . but the top 
of the Doodle Table is made of regu- 
lar chalkboard material. With the 
Doodle Table handy, the busy adman 





Quick Sketch . . . Using American Crayon 
Co.’s Doodle Table at the office of the 
Cleveland Engraving Co., is Ted Wahl of 
Cleveland Engraving. With him are (left) 
Paul Burns of Will Inc., and (right) C. 
W. Kramer of La Salle Studio. 


doesn’t need to instigate a frantic 
search for pencil and paper to jot 
down his sudden brain storm. He 
just reaches for a piece of chalk and 
sits down at the table. 

Advertising Manager Frank New- 
man designed the table to tie-in with 
American Crayon’s Hygeia chalk. 
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Marsh's Salesmen 
Become Shutterbugs! 


If he whips out his camera, in- 
stead of his pen, to make his report 

. you haven’t got a snap-happy 
salesman on your hands... but a 
conscientious representative carry- 
ing out the newest idea of Marsh 
Wall Products Inc., Dover, O. 

Each one of Marsh’s 50 salesmen 
throughout the country has been 
equipped with an inexpensive and 
easy-to-operate flash camera outfit. 
When a saleman, checking on a fin- 
ished job using Marlite plastic-fin- 
ished paneling, thinks an installation 
has sufficient photographic appeal 
for advertising, sales promotion or 
publicity purposes, he builds up, in 
a matter of minutes, a complete pic- 
ture report instead of the old-fash- 
ioned lengthy and sometimes inade- 
quate written report. 

All snapshots are accompanied by 
a floor diagram showing where the 
salesman stood to take each picture, 
dimensions of the interior and a brief 
exposition of essential data. From 
these shots, the Marsh advertising 
staff can readily decide whether the 
installation is photogenic enough for 
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Call or write for FREE 
16 pg. handbook containing 
useful color information 


KURSHAN & LANG 


“BEST-TEST” never wrinkles 
— curls — shrinks. Excess 
tubs off clean. 
FOR THE GRAPHIC ARTS A MUST. 
A size for every purpose. Sold 
by Stationery, Artist Supply and 
Photographic Dealers every- 
where. 


UNION RUBBER 
& ASBESTOS CO. 
TRENTON, N, J. 
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“Palette Patter’ keep 
you posted on the latest 
and best in artist material» 
wind = =equipment. Get your 
rite to— 


Dept. AR-1 


Westie setae 
6408 WOODWARD AVE 
DETROIT 2, MICH 


MURRAY HILL 7-2595 


EKTACHROME PROCESSING 
DYE TRANSFER COLOR PRINTS 
DUPLICATE TRANSPARENCIES 
FLEXICHROME yy MATRICES 
plus other essential services for 
reproducing and projecting color. 
10 east 46th st, new york 17, n. y. 
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DISPENSER 


The World’s Most Modern Dispenser 


Can’t tip—can’t stick —can’t drip. 
No adjustment —big brush always 
reaches rubber cement. Handy grip- 
top; seals tight by finger pressure. 


ONLY 


$9? 5 
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At your dealer or direct 


The HABERULE Co. 
Box R245 « Wilton, Conn. 





PHOTOS $500 


WHEN YOU BUY 10 AT ONCE! 


Used extensively by biggest 


advertising agencies. Put 

sparkle and selling powe1 

into your ads Send for 
FREE CATALOG Rl 
EYE-CATCHERS, INC. 


“Stock Photo Center, U.S.A."’ 
207 E. 37th St., N.Y.C. 16 
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UNDERWOOD & UNDERWOOD 


319 East 44 Street 646 North Michigan Ave 
New York 17, N. Y. Chicago 11, Illinois 


Gentlemen 


Please send me a copy of your new catalog, 
“Underwood Rerserve Illustrations, Tenth Edi- 
tion,” showing a representative sampling from 
among thousands of new stock photographs now 
available. | enclose $2.00 to cover cost. (in 
N.Y.C. add 3% Sales Tax) 


Name 
Address 


City 


State 
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for Complete 
Service 


wv DISPLAYS 
J PRESENTATIONS 
of EXHIBITS 


LITHOGRAPHY «© PHOTOGRAPHY 
PHOTOSTATS 


A “Complete Graphic Arts Service’ is yours 
at RCS .. . designed to make your ideas 
more effective. 

You can count on top quality work at rea- 
sonable cost whether 
you need low-cost 

| black - and - white 

| printing, fine color 
work, photographic 
production, or spe- 
cialized photostats. 

But, it’s SERVICE you 

want, and GOOD 

service you get at 

RCS! 

Ideas are part of that 

service, and for FREE! 

Send your coupon or 

write for booklets, 

samples, and price 
lists. You'll save time, 
labor, and money in 
planning graphic arts 
production. See what 
can be done for you. 


imim)=60oOFFSET PRINTERS 
123 N. Wacker Dr. 


Photography 


Please send me FREE details on 
Printing 


Company 
Address 


Chicago 6, Wlinois 
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promotional purposes and for which 
professional shots are desired. 
Marsh Co. reports that the 50 
salesmen’s cameras paid for them- 
selves quickly and now enable the 
advertising department to get more 
pictures of desired quality for its 
money by eliminating wrong guesses 
in making unproductive assignments. 
The system also reduces the number 
of shots to be taken and eliminates 
many of the expensive “reshootings” 
the company formerly needed. 44 


Brochure Offers Examples 
Of Santone Engravings 


A brochure illustrating examples 
of Santone engravings is being of- 
fered by the Sander Engraving Co., 
Inc., Chicago. 

According to the company, the 
Santone process of hand engraving 
on a type-high block of wood pos- 
sesses all of the desirable character- 
istics of both line and halftone art 
with none of the disadvantages. With 
several novel modifications of the 
conventional woodcutting technique, 
Santone obtains perfect, regularly 
spaced lines and dots with shadings 
from a deep black to an almost white 
and back again, smoothly. 

Illustrations in the brochure show 
sample engravings of 
products. 


various 


For your copy circle No. 311 on the 
Readers’ Service Card inside back cover 
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Magnetic T-Square . . . Gail Webb, 
daughter of inventor Herbert T. Webb, 
demonstrates her father’s newest inven- 
tion—a magnetic T-square that sticks to 
the drawing board without having to be 
held in place. The new ‘’Sta-Put’’ T- 
square is held to the left side of the board 
by magnets inserted in the ‘T”’ part of 
the rule. A small rubber wheel contacts 
the steel edging of the board and enables 
the artist to propel and repel the T-square 
at will. The new T-square will be priced 
at approximately $9.95 for a 30” rule, 
and will be on the market some time this 
spring. Mr. Webb, who is general man- 
ager of the Red G White Corp. (Chi- 
cago), developed the T-square as part of 
his ‘‘do-it-yourself’’ hobby. 





Bring All Shoppers 


CLOSE 


wo Ad Banners. 
by HOLLYWOOD 


Turn prospects into customers 
quicker-and easier with the terrific 
P-O-P_ impact of colorful Gleam- 
Satin Banners, Pennants, Sashes 
and Miniatures. Wonderful pres- 
ite [MR -lae Lah ae lal: al 

Get close up with many sales- 


making ideas in our FREE Idea 


1 ToTod yours for the asking. 


HOLLYWOOD 
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116 East 32nd Street, New York 16, N.Y 


Telephone: ORegon 9-4790 


Chicago’s 
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designers 
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2100-32 NORTH RACINE AVENUE 
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Going Modern . . . Knoll’s new series of advertisements is designed to give readers a 
teasing glimpse of the company’s contemporary styles of furniture and textiles. 


Full-Page Knoll Ads 
Have Striking Format 


In keeping with the company’s 
reputation as pioneers in design, 
Knoll Associates Inc. (New York) 
has launched a series of ads in The 
New Yorker which are a striking de- 
parture from conventional format for 
full-color, full-page ads. 

The first ad pictures an old-fash- 
ioned chimney sweep lolling casually 
in a modern chair, and the second 
ad illustrates an antique drum, 
draped in Knoll fabrics. Both ads are 
totally devoid of copy except for the 
invitation, “For more 
ask Knoll.” 

This is the first consumer adver- 
tising campaign for the manufac- 
turer of contempory furniture and 
textiles. The Zlowe Co. (New York) 
is Knoll’s agency. 44 


Music Ad Award Goes 
To W. Virginia Paper 


First prize for the 1954 American 
Music Conference Advertising 
Award contest has been awarded to 
the West Virginia Pulp and Paper 
Co., New York City. 

Judged for the most effective use 
of music as an advertising theme for 
non-musical products and service, 
the winning advertisement won out 
over nearly 300 entries. Printed in 
four colors, it featured a striking re- 
production of William M. Hartnett’s 
still-life painting of a violin, “The 
Old Cremona,” with a copy tie-in 
comparing the high standards of mu- 
sical craftsmanship with the high 
standards of Westvaco papers. 44 


information 


Rapid Copy Service Folder 


Shows Uses of Photostats 


To help advertising production 
people become better acquainted 
with the abilities of the photostat, 
Rapid Copy Service Inc., Chicago, 
offers its four-page folder on photo- 
stats, photography and printing. 

Listing 19 ways photostats can be 
used in the graphic arts, the folder 
also gives information on color stats, 
“Tu-Tone” stats and super-glossy 
stats. 

The RCS folder also includes in- 
formation on color printing, plan- 
ography, photomurals and other 
phases of the graphic arts services 
Rapid Copy Service provides. 


For your copy circle No. 317 on the 
Readers’ Service Card inside back cover 


¢ 


Combination Tool . . . This new artists’ 
tool, the No. 127 Markutter, combines a 
standard drawing crayon and a precision 
cutting blade in this handy aluminum case. 
The crayon is designed for use in rough 
layouts and preliminary sketches, and the 
cutter for etching, cutouts and friskets 
The tool has also proved handy in ship- 
ping rooms. Produced by Markut Tool Co 
(Pittsburgh) , it is priced at $2. 
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GENUINE PHOTOS 
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BUFFALO PHOTO COMPANY 
152 W. HURON ST., CHICAGO 10, ILLINOIS 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


PRICE LIST 


8x10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.35 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 


Commercial Photographers 
1210 N. Clark Street © Chicago 10, Illinois 


Dept. A-2 ° Telephone: MI chigan 2-5651 


QUANTITY 
PHOTOS 


8x10’s as low as 6 cents. Cha BY 


Postcards as low as 2c. 
Write for samples and 
complete price list on all ¢ 
sizes and quantities. 

KIER PHOTO SERVICE 
Dept. AR, 1265 W. 2 St., Cleveland 13, Ohio 
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Got Something 
Special in Paper? 
You can place a sample in the 
hands of 21,000 Advertising 
Management men with an in- 
sert of your own stock in AR. 
Complete with sales message, 


too. 


Advertising Requirements 
200 E. Illinois St., Chicago 
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Out of This World . . 


. For 10 days prior to the grand opening of the Russell E. 


(Lucky) Lowell Lincoln-Mercury agency in Miami, these ‘‘spacemen,’’ accompanied 
by earthy beauties, offered spot cash trade-in deals to Miami customers 


Spacemen ‘Invade’ Miami, 
Offer Auto Trade-in Deals 


While the rest of the country has 
still to see any definite evidence of 
visitors from outer space, residents 
of Miami were “invaded” early in 
June. 

Attired in “out of this world” 
strange red suits, helmets and heavy 
boots, and equipped with “talking” 
instruments, the “visitors” might 
have been an alarming sight. How- 
ever, they quickly gave proof of their 
friendliness by the “earthy” models 
who accompanied them and by their 
desire to offer “up to the sky” spot 
cash trade-ins for automobiles be- 
longing to Miami citizens. 

The mystery was solved when it 
was discovered that the “walkie- 
talkies” over which the spacemen 
were talking were hooked up to the 
Russell E. (Lucky) Lowell new Lin- 
coln-Mercury agency, which was 
opening its doors for the first time 
in Miami that day. 

The Grand Opening promotion was 
preceded by a two-week build-up 
through all available media in Mi- 
ami, including tv spot announce- 
ments, radio, and an airplane towing 
huge streamers announcing, “Lucky 
Lowell Invades Miami.” 

Following the “invasion,” Miami 
residents were drawn to the Lowell 
showrooms each night by huge 
searchlights flooding the sky and ap- 
pealing entertainment, refreshments 
and gifts or prizes for every member 
of the family. 

The Grand Opening promotion was 


planned and executed by Lowell’s 
agency, Gamut Inc. Advertising. 
44 


Sign Takes Viewer 
Inside Restaurant 


Featuring one of the well-known 
restaurants of the Milwaukee area 
is a 3-D embellished outdoor sign 
that not only shows passers-by the 
outside of the Chalet On The Lake, 
but through the use of a cut-out sec- 
tion actually appears to take the 
viewers right inside the dining area. 

The sign was patterned after an 
actual photograph taken during a 
banquet and the entire unit was 
erected by Cream City Outdoor Ad- 
vertising, Milwaukee, for the res- 
taurant. 

The cut-out of the interior view 
is 16’ high and 20’ 6” wide. Mounted 
as a 3-D addition on the right side 
of the regular sign that features an 
exterior view of the Chalet, the cut- 
out gives the viewer a feeling of 
“stepping” into the scene. 

Additional depth is added through 
two other 3-D effects—a center cut- 
out panel that gives the address of 
the chalet and is 5’ high, 16’ 6” long 
and a smaller cut-out, bearing the 
slogan, “Outdoor Beauty on every 
Menu,” that is 4’ high and 6’ 6” long. 

The cut-out plastic face letters 
that spell out “Chalet” on top of 
the board measure 5’ at the highest 
point and scale down to 3’ 6”. Double 
neon tubing is set in the letters 
providing inner illumination. 44 





How to 
DISTRIBUTE 


YOUR FILMS 


A summary of distribution methods designed 
to help commercial film makers reach their 
share of the 20-million weekly audience. 


By Robert B. Konikow 


A film in a can is only half a film. 
Until it reaches the screens for which 
it was intended, it isn’t doing its job. 
Of course, if you are the man respon- 
sible for its production, there is a 
fine glow of satisfaction in the fin- 
ished product, that long strip of ace- 
tate which combines sound, color, 
motion, interest and excitement all 
in one. But while this may be fine for 
you, it isn’t worth a plugged nickel 
to your boss, who paid for the pro- 
duction. He gets his only when the 
film is seen by its audiences. 

This is when distribution takes 
over. It is a vital part of the opera- 
tion, but one frequently neglected by 
sponsoring companies. Many author- 
ities recommend, as a rule-of-thumb, 
that half your budget should be re- 
served for distribution. In other 
words, for every dollar you pay out 
to get a finished answer print, have 
another in reserve to buy more 
prints, to promote their bookings and 
to handle the mechanics of distri- 
bution. 

We're not going to go into the 
question of captive audiences in this 
article. How you reach these people 
depends upon how much control you 
exercise over them. If they are all on 


your payroll, all working in one 
building, it’s a comparatively simple 
matter. Close down the shop early 
one day, order everybody into a con- 
venient auditorium, run your film, 
and you are through. No trouble and 
little cost. 


>But from here on out, it gets 
harder. To set up a real tough one, 
suppose you sell your products to 
jobbers, who sell them to drug 
stores, who sell them to the public. 
You’ve got a captive audience, but 
it is not one easily nailed down. 
There are a number of strikes against 
you: 

e The clerks you are trying to reach 
handle thousands of items besides 
yours. 

e Your product constitutes only a 
fraction of your jobbers’ volume. 

e Your audience is scattered, with 
only a few at any one location. 

e Your audience does not work for 
you, nor even for the people who are 
your immediate contacts. 

How do you get your film seen by 
your potential audience? There is an 
answer, but it takes more thought 
and planning and money than the 
first example. It is primarily an inter- 
nal problem, and the plan is adapted 
to your own organization and your 


own needs. Captive audiences are 
specialized. 

But the general audience is a dif- 
ferent matter. There are many films, 
generally institutional in nature, that 
are aimed at the general public or a 
large segment of it. If they are to 
reach their audience, their distribu- 
tion must be carefully planned. You 
do not make a film and let it find its 
own showings. You plan its promo- 
tion as carefully as you select the 
magazines in which you will insert 
an institutional campaign. The prob- 
lems are very similar. 

You will want to know, when you 
start planning for distribution, the 
audience for which the film is being 
made: 

Who will see it? 

e Where will they see it? 

e Why are they looking at it? 

e What are the objectives of the 
film? 

Since many of these questions are 
important in planning the produc- 
tion of the film, you might just as 
well tie production and distribution 
planning together right at the start. 
Come to a thorough understanding 
at the beginning, and you'll have 
better teamwork. After that, produc- 
tion can go off pretty much by itself, 
as long as distribution knows the 
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timetable within which it will have 
to work. 


>The screens of the nation that are 
opened to good sponsored films can 
be divided into four categories: 
e Television 
e Motion picture theaters 
e Rural road-shows 
e Non-theatrical showings 

There are over 100,000 groups that 
use films with a fair degree of regu- 
larity. About half of them are some- 
where in our educational system, 
ranging from nursery schools up to 
our colleges and universities. Almost 
all of them will use sponsored films, 
supplied to them without cost by 
American industry. Of this, the high 
school market is most interesting to 
sponsors, because it has the broadest 


Bermuda Sales Job 


For several years Joseph E. Seagram 
& Sons Ltd., Montreal, has made and 
circulated a 20-minute color sound film 
on the Canadian Open Golf champion- 
ship which Seagram has _ sponsored 
since 1936. Most Americans leaving 
Bermuda take advantage of the law 
which allows visitors to take back a 
gallon of duty-free liquor, but while 
most distillers were aware of this mar- 
ket, they did little more than reach 
tourists by folders and brochures as they 
headed for Bermuda by boat or plane. 

Bergen Motion Picture Service, Teter- 
boro, N. J., convinced Seagram it could 
do a big sales job in Bermuda, with the 
Canadian Open Golf film. The picture 
was shown in eight Bermuda hotels 
every other week on alternate nights as 
an opening experiment this year. Since 
night life on the island is restricted to 
major hotels, and the film would fill the 
gaps between dinner and dancing, the 
hotels offered use of their ballrooms. 

The distributor arranged for poster 
displays in lobbies, announcements at 
dinner, notes attached to menus, ads in 
Bermuda papers and publicity. As 
guests filed in, they found Seagram 
mixers and printed matchbooks on 
chairs. Since the showing started March 
15, approximately 1,500 tourists a month 
have seen the film, been subjected to 
the Seagram name, encouraged to take 
Seagram back home. 

The experiment proved so successful 
that the number of hotel showings has 
expanded to 11, and plans are being 
made to extend the program to Nassau 
and the Virgin Islands. 

After the shows the distributor pro- 
jectionist gets comments from guests, 
files a report on attendance, audience 
reaction, etc. Bergen Motion Picture 
Service distributes the company promo- 
tion films and handles projection and 
local promotion. 
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interests and the audiences nearest 
the market. A recent study made for 
Modern Talking Picture Service in- 
dicates that 98% of the high schools 
use films, and that half of them use 
more than 80 titles a year. On the 
average, about three-quarters of the 
films used in any school are spon- 
sored films. 

The other half of the audience is 
adult, and consists of groups col- 
lected for some purpose other than 
looking at movies. Churches, wom- 
en’s clubs, PTA’s, luncheon clubs and 
Legion posts all use films. There are 
educational magazines that will carry 
releases about your picture and will 
accept ads reaching teachers. But 
you will run into more trouble when 
you get away from the educational 
field. Here mailing lists are harder 
to get, and specialized publications 
to carry your promotion not so fre- 
quent. Finding the key program 
chairmen is not easy. 


> But you will begin to get bookings, 
and your film will start to circulate. 
Now you have the problem of physi- 
cally handling your prints. You must 
keep track of your bookings, making 
sure that you will be able to furnish 
a print at the time and place re- 
quested. You must keep your prints 
in condition, inspecting them after 
each showing, repairing or replacing 
them as necessary. You must keep 
records of the showings you have 
booked, so you can measure the suc- 
cess of the film. 

One way or another, all of this 
must be done, and you will have to 
foot the bill. General Motors, whose 
61 films in its current catalog give 
it one of the largest industrial film 
libraries; Ford, with 28 films; and 
United States Steel with 16 are 
among the companies which handle 
their own operation of distribution. 
These are large libraries, as indus- 
trial or trade association libraries go. 

Some of the mechanical and rou- 
tine handling can be done under 
contract. In most cities there are 
photo dealers who have their own 
libraries of motion pictures, and 
therefore must maintain the required 
services. Such a dealer is usually 
willing to work with you on a fee 
basis. You would do your own book- 
ing and scheduling, merely turning 
over a label to the dealer, who would 
ship the film, receive it on its return, 
inspect it and get it ready for the 
next shipment. The most important 
characteristic of such a dealer is re- 
liability, and local reputation is the 
best guide in this. You might also 
refer to the membership list of the 
National Audio-Visual Assn., 2540 
Eastwood Ave., Evanston, IIl., to find 
recognized members in your com- 
munity. 


>This will help, but it still leaves 
the promotion of films and the devel- 
opment of audiences in your own 
hands. This is a great deal of respon- 
sibility and a task for which many 
industrial concerns are not equipped. 
Because of this, many sponsors of 
films have turned to specialists in 
this field. There are two firms whose 
major activity is the handling of 
sponsored film. Modern Talking Pic- 
ture Service, 45 Rockefeller Plaza, 
New York 20, and Association Films, 
346 Madison Avenue, New York 17, 
with their branch offices, do most of 
the business. Other film distributors, 
like Ideal Pictures, Chicago, and 
United World Films, New York, han- 
dle some sponsored films, but their 
main activity is in renting entertain- 
ment and educational subjects. There 
are a few specialized distributors of 
sponsored film, even in this special- 
ized field, like the Farm Film Foun- 
dation, 1731 Eye Street, N.W., Wash- 
ington 6, which concentrates on rural 
groups. 

Here’s how it works. You agree 
with the service which you select 
about how many prints you will de- 
posit with them, and how much ac- 
tivity you can expect. They will 
design and produce a mailing piece 
for your film. If for reasons of your 
own, you would like a more expen- 
sive circular, you can have it if you 
are willing to pay the difference. 
From then on, you don’t have to do 
much about the film except pay the 
bills when rendered. 

The service will promote its show- 
ing, sending out the mailing pieces to 
appropriate organizations, including 
the film in its catalogs. As the book- 
ings come through, you will get a 
carbon of the confirmation, which 
will give you the name and address 
of the person requesting the film and 
the date it is scheduled. This is done 
to enable you to participate on the 
local level if you so desire. Many 
concerns forward these names to the 
nearest dealer, with a suggestion that 
the dealer arrange a demonstration, 
or try to be present to answer ques- 
tions, or distribute samples, or what- 
ever else is appropriate. 


>At the end of the showing, the 
program director or the teacher fills 
out a card, giving the attendance, 
with a breakdown by men, women, 
boys and girls. This is signed, and is 
the basis of the billing. Most charges 
are made on the basis of the book- 
ing, rather than the total number of 
times the picture is run or the total 
audience. This has been found the 
easiest figure to use, since it is a 
firm figure and not so liable to mis- 
interpretation. Actually, spot checks 
have found that the audience report 
cards are remarkably accurate when 





GM's Films 

Nearly 77,000,000 persons—approxi- 
mately half the population of the United 
States—last year viewed the 60 docu- 
mentary movies available through Gen- 
eral Motors’ film library, Detroit. 

Requests for the films, which range 
in interest from ‘Fishin’ for Fun” to 
“ABC of Jet Propulsion,” totalled 96,211, 
a 22% increase over 1953. The jet pro- 
pulsion story recently won the American 
Film Assembly “Oscar” as the best 
documentary in the science category. 

Since 1939 GM has produced films on 
varied subjects for free distribution to 
civic groups, schools, churches and 
similar organizations. Last year the 
6,000 reels were shown 259,450 times. 
Schools and colleges were the biggest 
users. 

Seven new films were added during 
the year and several were discarded. 
Retaining its spot as the most popular 
film was “ABC of Hand Tools.” 


it comes to estimating attendance. 

At regular intervals, a report is 
made up, using these signed cards, 
with breakdowns of attendance, size 
of city, type of group, and so on. 
Along with this report may very well 
come a bill. The cost varies with 
plans. Modern works on a flat $2.75 
per booking, while Farm Film runs 
on $2. Association Films recommends 
a flat sum of $75 for each print of a 
10-minute film deposited with it, but 
includes circulating some additional 
prints to television stations at no 
additional charge. But we'll have 
more to say about tv stations later. 

Schools and community groups ob- 
tain films from many sources, in ad- 
dition to the industries and the film 
services mentioned. Important, espe- 
cially for the schools, are public or 
quasi-public film libraries, and these 
can be worked into your distribution 
plan. There are more than 2,500 film 
libraries in the United States, accord- 
ing to “A Directory of 2660 16mm 
Film Libraries” (send 50¢ to the 
Supt. of Documents, Government 
Printing Office, Washington 25, D.C.., 
for your copy). About a third of 
these, or 905, are operated by schools, 
school systems, colleges and public 
libraries. Many sponsors have se- 
lected libraries from this list and 
placed prints on long term deposit. 
This achieves a fairly broad avail- 
ability of the film at little more than 
print cost. The libraries will render 
annual reports of the use of each 
print, so you have some record of 
utilization. But if that is all you do, 
you may be disappointed in the cir- 
culation of prints. 

In most cases, the libraries are ex- 
tremely limited in their promotion of 


prints. They issue an annual catalog, 
and occasional supplementary or 
special lists, and that is about all. If 
you wish to undertake a vigorous 
campaign on your own, referring 
requests to the nearest depositary, 
you will be able to increase the use 
of your films. This may cost you 
something, but if you don’t you will 
have a lot of money tied up in prints 
that are not working for you. And 
you will still have to take care of the 
occasional request from a group that 
is not qualified to borrow from any 
of your depositary libraries. 


> Don’t overlook the school market. 
A recent survey by the National 
Education Assn. (NEA _ Research 
Bulletin, October 1955, 1201 16th 
Street, N.W., Washington 6, D. C.; 
50¢) showed that virtually every 
urban school district owned 16mm 
sound projectors, and that the aver- 
age number was 24 for every 10,000 
students enrolled, against only 10 in 
1946. Indications are that over 1,000,- 
000 uses of films in schools were 
made in 1953-54, and that three- 
quarters of these were borrowed or 
rented from outside sources. With 
such a potential market, it is worth 
being careful to meet the require- 
ments. These are primarily length 
(no more than 20 minutes, to fit into 
a school period and still leave some 
time for discussion), impartiality (no 
blatant advertising) and, curiously 
enough, the furnishing of a teacher’s 
guide (greatly welcomed by teach- 
ers). 

These adult and school groups use 
films, but they are not the only places 
for which circulation effort can be 
made. First that comes to mind is 
television. As of November 1, there 
were 455 stations on the air, 18 of 
them educational. All of them will 
use good film material on a sustain- 
ing basis, and are glad to get it- 
provided it meets tv requirements. 
Length is one such; a quarter-hour 
film must run 13% minutes, for ex- 
ample. Longer or shorter films may 
find some outlets, but the better a 
film fits the existing pattern, the 
more likely its use. 

A station likes to be queried about 
a film, not overwhelmed with prints 
it didn’t expect. If it likes your sum- 
mary, it will indicate that it would 
like to view the print and makes a 
tentative booking. Yet almost 25% 
of these tentative bookings fall 
through! The main reason is that the 
film just doesn’t come up to specifi- 
cations. No advance description, put 
out by the sponsor, will admit that 
a film is too commercial, or that the 
print is not in good shape, but these 
are the main reasons given by tv sta- 
tions for rejection of film product. 


>The television audience is a big 
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SIZZLING SELLING SENTENCES 


MODEL 99C 


The only continuous advertising projector with 
a Money Back Guarantee to show brilliant Koda- 
chrome pictures in your window during daytime. 
Show 12 beautiful Kodachrome slides with 10- 
word Sizzling Selling Sentences with each slide 
showing for six seconds. 

Powerful 750 watt, 200 hour lamp, Small, 
compact, easy to carry. 18” height, 14” width, 
14” depth. 8x12” screen size. Beautiful leather- 
ette covering in several color combinations. 

Ideal counter cabinet to sell all types of mer- 
chandise. Push button attachment for intermit- 
tent showings. Customer pushes button, projector 
operates one cycle of 12 slides and shuts off, 
ready for next showing. 
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Checking Publicity 


BACON'S 


PUBLICITY 


CHECKER 
EDITOR-CODED for 1956 


Now coded by the editors themselves to 
show instantly what publicity is used by 
business, farm, and consumer magazines. 
Advertising and publicity people can now 
direct exactly the right kind of material 
to the right publication. Bacon’s 1956 
Publicity Checker lists 3,240 business 
papers, farm journals, and consumer 
magazines in 99 market groups— record 
systems incorporated into the book 
eliminates card files—step by step data 
on how to use the Checker for more effec- 
tive publicity. Spiral Bound Fabricoid. 
6%" x 92" — 256 pages 
Price $15.00 — Sent on approval 


BACON’S 
pusuicity All new! 
Shows how to plan publicity pro- 


HANDBOOK 
grams, analyze markets, prepare 


release lists, write material; Help 
on photos, budgeting and evalu- 
ating results. A complete guide to 
publicity work. 


5%" x 8%4”"—120 pages. 
Price $2.00—Sent on approval. 


Ss pectal Both books for 
$15.00— Cash 
Oe with order 


Full price if sent on approval 


BACON’S CLIPPING BUREAU 


343 S$. Dearborn St Chicago 4, Illinois 
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one, but no satisfactory way of meas- 
uring how many people see a broad- 
cast film has yet been devised. AF 
uses a formula that is based on 10% 
of the sets in the area, times 2.5 
people per set. Modern has its own 
formula that takes into account the 
number of stations in a community. 
Both of these estimates are less, by 
the way, than the figures on audi- 
ence they used to get from station 
managers. As a working figure for 
any large-scale distribution, you can 
use 40 thousand viewers per show- 
ing. And when “How to Catch A 
Cold,” which was produced for Kim- 
berly-Clark (Kleenex) by Walt Dis- 
ney, gets 979 tv showings in three 
years, you can see the size of the 
audience you are getting, even on a 
conservative estimate. 

Incidentally, these free films are 
not relegated to the hours when no- 
body is supposed to be tuned in. An 
analysis of the reports which were 
received by Modern indicate that 
they are distributed evenly through- 
out the day, getting their share of top 
quality time. 

Motion picture theaters are an- 
other mechanism by which audi- 
ences are collected to watch the 
screen. And some four or five thou- 
sand of them will use free films as 
part of their regular programs. Since 
short subjects are not an important 
part of the operator’s budget, he is 
more interested in quality than in 
savings. Your subject must be good 
if it is to get screen time, and it must 
be in 35mm as well. A good film, 
however, can get circulation. “Big 
Scot,” the Anheuser-Busch film on 
the champion Clydesdale horses, has 
been shown over 35,000 times before 
almost 6,000,000 people in the first 
16 months of circulation. “Green 
Harvest,” a 29-minute Weyerhaeuser 
Forest Products Film, has been seen 
by 15% millions. 


>The rural roadshow audience is 
a somewhat different way of reach- 
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ing people. Here a traveling show- 
man sets up in a different small town 
each night and puts on a free show, 
for which he collects from the local 
merchants, who consider it a crowd 
builder. He rents a feature for his 
main attraction, and rounds out his 
program with two or three sponsored 
films. Modern considers this a good 
medium, pointing out that you can 
reach 650,000 rural people during 
the summer with prints that would 
otherwise be idle, due to the falling 
off in school and club activity. Asso- 
ciation feels this is on the way out, 
nudged by the growth of drive-ins 
and of television, and doesn’t use the 
medium. 

Costs for these last three forms of 
distribution are generally charged 
on a set fee for each booking. While 
Association includes its television 
promotion in its package deal, it will 
handle this work on a booking basis. 
Modern charges $15 for each booking 
on a tv station, $7.50 for each book- 
ing in a theater, regardless of the 
length of run, and $6 for each rural 
road-show location booking. 


> Put these all together, and you get 
a sizable hunk of the 20,000,000 peo- 
ple a week who are estimated to see 
sponsored films. Let’s look at the rec- 
ord on just one film, with the appro- 
priate title, “The New Paul Bunyan,” 
produced for Weyerhaeuser and dis- 
tributed by Modern. Six years ago, 
the film started out in the non- 
theatrical field, and has reached 
nearly 10 million people. Three years 
ago, the sponsor decided that it could 
go into theaters of all types, and this 
has picked up another 17 million 
viewers. Two years ago, it went on 
television, and an estimated 19 mil- 
lion saw it. Add up the entire bill, 
including production, prints and dis- 
tribution, and it comes to 9/10ths 
of a cent per capita. With a total 
audience of 46,000,000, this is indeed 
mass distribution with economies 
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that only mass thinking make pos- 
sible. 


>The pattern of distribution is 
varied, and the organizations in it 
are flexible enough so that you can 
write your own ticket. Some organ- 
izations use more than one service. 
Aluminum Company of America has 
20 films, seven of which are of gen- 
eral interest, the other 13 being 
aimed at artisans who handle alu- 
minum. 

About two-thirds of all its book- 
ings are made through Modern, As- 
sociation and Farm Film Foundation. 
The other third is handled by two 
girls in the Pittsburgh office, who 
take care of requests that come in 
directly, and Alcoa is seriously con- 
sidering dropping this as being in- 
herently inefficient. General Electric 
handles most of its library itself, 
using its divisional advertising and 
sales promotion offices, each taking 
care of the surrounding area. But 
with a film of wider interest it has 
turned to Association. 

It’s an audience that cannot be 
rushed, but is a steady one. Handled 
carefully, sponsored films can build 
good will that cannot be treasured 
too highly. And remember that han- 
dling it poorly or sloppily can build 
ill will very rapidly, too. There is 
nothing like the wrath of an audi- 
ence who have come to see a picture 
of yours that was shipped too late. 

So no matter how you decide to do 
it, plan your distribution and plan 
it carefully. Don’t wait until the last 
minute to bring your film to the 
audiences for which it was intended. 

44 


Portable Trainer “Doubles” 
As Screen or Blackboard 


“Visuroll,” a two-way training aid 
that doubles as a blackboard or pro- 
jection screen and rolls-up for easy 
traveling, is being introduced by Hil- 
ler Visual Aids, Salt Lake City. 

Offering glossy photos and infor- 
mation on “Visuroll,” the company 
says the training aid was designed 
for classrooms, sales meetings, 
church gatherings or on the spot 
presentations in clients’ offices. 

With a blackboard on one side, the 
“Visuroll” has a white flannel surface 
on the other for use as a projection 
screen or as a convenient way to 
“spot” your show cards. 

An “easy traveler,” according to 
the company, the “Visuroll” rolls-up 
into a compact bundle weighing ap- 
proximately five pounds and comes 
with a rubber tipped easel, which 
fastens rigidly into the stand. 


For your copy circle No. 326 on the 
Readers’ Service Card inside back cover 








Modern Store Layout Kit . . . For retailers interested in building 
or remodeling, Scott offers a kit containing everything necessary 
for visualizing the effectiveness of eight different store layouts. 


Your Business Is Our Business 





Scott Store Advisory Service Helps Grocers 


With Colorful Retail 


Scott Paper Co., Chester, Pa., 
knows that retail grocers are its big- 
gest outlet for the company’s house- 
hold paper products. 

What more natural then, than Scott 
should feel it has a stake in the suc- 
cess of the food store business and 
in every individual store carrying 
Scott products? 

That’s the reasoning behind the 
Scott Advisory Store Service —a 
series of colorful, crisply written 
booklets giving solutions to some of 
the more knotty problems of grocery 
store operation and management. 

Designed to help the retail grocer 
—from the giant chain store to the 
neighborhood corner store—with spe- 
cific problems concerning store op- 
erations, customer relations and store 
modernization, the booklets are the 
result of special studies and surveys 
of these subjects made by Scott and 
top authorities in each field. 


> For instance, suppose a grocer feels 
he’s not getting the profit from his 
operation he should—perhaps he has 
a hunch that his “check-out” counter 
could be more efficient—or maybe 
“sticky” fingers are his problem. Or 
perhaps he’d just like to have all the 
latest information available to help 
him run his store more efficiently. 
The Scott Store Advisory Service 
can help on all of these problems— 
and more—with its “Store Operation” 
series. 
This series contains five brightly 
jacketed booklets entitled: 
e Fire Prevention 
Accident Prevention 
Retail Advertising 
Check-Out 
Pilferage Control 
Without a dull treatise in the 


Service Booklets 


group, the booklets answer specific 
questions in a colorful, yet highly in- 
formative, way with widespread use 
of diagrams, charts and illustrations 
cleverly designed for easy reading. 
Take, for instance, the “Fire Pre- 
vention” booklet. The store operator 
opens the bright red jacket and 
finds: 
e A list of the commonest causes of 
food store fires. Each fire cause is 
brightly illustrated with brief but 
clear copy listed underneath. 
e A double spread of fire prevention 
information, using the same type of 
illustration and copy. 
e A quiz for the store operator, so 
he can make his own check list of 
possible “fire-makers” in his store. 
Finally, there’s a page of instruc- 
tions on “What to do Should Fire 
Break Out,” with a duplicate poster 
that can be posted as instruction for 
employes. 


> The “Accident Prevention” booklet 
has a gay green cover and illustrates 
the nightmare of all grocery retail- 
ers, “Mrs. Customer” falling flat on 
her pride! 

Listing falls as accountable for half 
of all food store accidents and as 
responsible for 80% of the cost, the 
booklet contains: 

e A list of causes for falls with ac- 
companying illustrations 

e Preventions for those causes 

e An accident prevention quiz on 
possible hazards, entitled, “How Safe 
is Your Store?” 

Also included are several lively 
posters humorously instructing em- 
ployes in ways to avoid falls for the 
customer. 


>The “Check-Out” booklet gives 


Help For the Grocer . . 


policy, Scott Paper Co. offers a series of colorful, retail booklets 
called The Scott Store Advisory Service. 


. As part of its ‘’service-salesmanship”’ 


valuable help to the retailer on a 
major problem “as old as the super- 
markets.” 

The booklet handles this problem 
with statistical data on: 
e The time an average check-out 
operation takes 
e How to speed up the operation 
e Factors that make “check-out” 
costly and slow 
e What can be done about specific 
“bottlenecks” 
e Check-out staffing versus “cus- 
tomer wait” time 
e Ways to educate customers in un- 
loading carts properly 

As if that weren’t enough infor- 
mation, Scott also includes a “Check- 
Out Data” graph designed to show 
the operator how many checkers he 
actually needs for efficient operation 
in his store and detailed drawings of 
the Advisory Service’s “Bottleneck 
Breaker,” a scientifically designed 
“check-out” stand for either one or 
two checker operation. 


>The “Pilferage Control” booklet 
does a job on that worrisome “walk- 
ing merchandise” problem, with spe- 
cific and clever handling of: 

e Tricks of shoplifters 

e Preventions 

e Illustrations for layouts that fore- 
stall pilferage 

e Methods of detection 

e Detailed advice on a cautious 
method of handling a “suspect” 

The Scott Store Advisory Service 
is not a static service. Although it 
was first founded in 1945, it has been 
kept up to the minute through con- 
tinuous research devoted to refining 
the service, expanding its coverage 
and keeping it in line with new prob- 
lems created by the spiraling growth 
of the food industry. 

As the grocery business grows, so 
grows the Advisory Service—just re- 
cently two additional booklets, en- 
titled “Color in Store Merchandis- 
ing” and “Key to Greater Paper 
Sales,” have been added to this help 
for retail grocery service. 44 
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How to Do It... The hero of Reuben H. 
Donnelley Corp.’s new animated cartoon 
on direct mail edits the mailing list sup- 
plied by the direct mail house in this scene 
from the film 


Donnelly Produces 
Direct Mail Movie 


A 16-minute animated cartoon 
film devoted to direct mail adver- 
tising has been produced by the 
direct mail division of Reuben H. 
Donnelley Corp. (Chicago). 

Titled “Dear Mr. Customer,” the 
film, which is in full color, cost $65,- 
000 and is one of the most elaborate 
efforts ever made to explain the pur- 
poses and methods of the direct mail 
medium. 

Donnelley produced the film pri- 
marily as a selling tool, but it also 
can serve to explain the medium to 
those who both use and produce it. 

“For many years,’ A. M. Ander- 
sen, Donnelley vice-president, ex- 
plained, “direct mail has been the 
second largest medium in point of 
total expenditures. Since the war, 
the growth of direct mail has been 
great as it was found to be a neces- 
sary link between an advertiser’s 
national program and the neighbor- 
hood of his local outlet. 

“The film shows how this link 
works and also explains how nation- 
ally compiled consumer lists can be 
efficiently refined for local mailings.” 


> Script for the film was written by 
True Boardman, John Sutherland 
Productions Inc. (Los Angeles) pro- 
duced the film. 

It shows how direct mail adver- 
tising is created and campaigns 
planned. It explains the technical as- 
pects of production and mailing in 
the plant of a central producer. 

Specifically, it demonstrates how 
direct mail fits into the media sched- 
ule of the “Z Corp.,” mythical petro- 
leum products concern. Central 
character is John K. Jones, local 
dealer for the Z Corp. The promo- 
tional program for the corporation 
is pinpointed in the immediate trad- 
ing area of Jones’ station. 


>The point is also made that the 
same techniques are applicable to 
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many other businesses besides petro- 
leum products, including tires, 
paints, building supplies, home ap- 
pliances, farm equipment, furniture, 
and clothing. 

The film is available on request 
for showing to advertising clubs and 
organizations. 44 


Electrophone Reporter 
‘Writes’ With Voice 

A new verbatim reporting system, 
in which the reporter “writes” with 
her voice, is coming into use at legal 
proceedings, conferences and con- 
ventions. Called “Electrophone Re- 
porting,” the system utilizes a cylin- 
drical device into which the reporter 
repeats verbatim the  speaker’s 
words. 

The reporter’s words are inau- 
dible to those nearby but are faith- 
fully recorded. Further, the reporter 
punctuates as she repeats, accentu- 
ates the small words so frequently 
slurred over by speakers, and pro- 
duces “voice notes” which she or any 
other typist can type at high speed 
and with accuracy. 

According to Miss Judy Kurer, ex- 
ecutive director, Electrophone Re- 
porters Inc. (New York), Electro- 
phone reporting has several advan- 
tages over other verbatim systems. 

e Trained reporters, who frequently 
take a course in lip reading, get all 
of the speaker’s words when others. 
who are doing nothing but listening. 
may not be able to get them. 

e Noises from shuffling papers, mov- 
ing chairs, etc., which are picked up 
by other verbatim systems, are elim- 
inated with Electrophone reporting. 


She’s “’Talking” Dictation . . . Miss Judy 
Kurer of Electrophone Reporters is shown 
using device into which she repeats ver- 
batim the speaker’s words in excess of 
200 words per minute. Although faith- 
fully recorded, the words she repeats into 
the electrophone are inaudible to those 
near by. 


e The ability to take extremely rapid 
dictation (in excess of 200 words 
a minute) is possible for the Electro- 
phone reporter. Miss Kurer herself 
once hit 280 wpm. 

The company selects Electrophone 
reporters for natural aptitude and 
gives them a scientifically planned 
training program. An “ear for words” 
and an understanding of the termi- 
nology of a great many subjects are 
essential. 

Is the Electrophone reporting sys- 
tem tiresome? 

“It takes physical stamina,” says 
Miss Kurer, “but what woman 
doesn’t like to talk?” 44 


New IDC Table Viewer 
Shown for Stereo Slides 


A new table viewer for stereo 
slides has been designed by TDC 
division of Bell & Howell Co. (Chi- 
cago) for use by small groups in 
fully lighted rooms. 

The projector and screen are com- 
bined into one lightweight, blower- 
cooled, 15% lb. unit. The viewer 
projects stereo still pictures on an 
8x10” screen from any _ standard 
stereo mounts of glass, metal, card- 
board or lightweight plastic. The 
black screen provides sharp con- 
trasts and the hood shields the pic- 
ture from reflected light. 

Priced at $119.50, the machine is 
similar in appearance and operation 
to the TDC Stereo Project-Or-View 
which retails at $144.50. Unlike it 
however, the new viewer does not 
contain a converter for projecting on 
a large screen, nor does it accommo- 
date 2x2” two-dimension slides. 
Available accessories include a car- 
rying case with storage area, stereo 
slide trays and a carrying case for the 
trays. 

Further details are available. 


For your copy circle No. 325 on the 
Readers’ Service Card inside back cover 
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24-SHEET POSTERS 


There’s more to outdoor posters than meets the eye. An expert 


tells how simplification, originality, captions—even distance— 


must be considered to create a successful 24-sheet design. 


By Richard G. Williams 
Head Art Director 
Schmidt Lithograph Co. 
San Francisco 


The other night a group of adver- 
tising and sales executives were dis- 
cussing today’s crop of 24-sheet 
posters. Toward the end of the dis- 
cussion one top-flight executive 
summed up his reactions as follows: 
“Today’s 24-sheets remind me of a 
line in that old cowboy song, ‘Rye 
Whisky’. The line reads: ‘If whisky 
don’t kill me, Ill live ’till I die!’ In 
my opinion, if the faults prevalent in 
so many outdoor posters today do not 
kill the poster business, then I sup- 
pose it will go on and on and get 
worse and worse and who knows 
maybe some day it will die!” 





This was pretty strong talk, coming 
from a man who each year spends 
thousands upon thousands of dollars 
in utilizing outdoor. Was it a justi- 
fied criticism? And if so, what should 
be done about it? 

To the casual observer, it may ap- 
pear that there is not much room for 
improvement in the quality of to- 
day’s posters. Practically every lay- 
man recalls the famous “Ford Con- 
vertible” poster and this year’s 100 
Best Poster Grand Prize Winner pre- 
pared for Life magazine. These are 
excellent examples of poster art at its 
finest but, unfortunately, they are not 
typical of the thousands of others 
which each year line our highways. 


>Pause a minute and think about 
the 24-sheets you saw this morning 


on the way to work. How many of 
them were really effective. How 
many did you glance at that made 
absolutely no impression? In how 
many do you recall the pictorial and 
not the product? How many “regis- 
tered” the product and the message 
in your mind? How many inclined 
you favorably toward the product or 
the advertiser? 

To evaluate today’s 24-sheets and 
to develop more effective posters in 
the future, we must go back to the 
fundamentals of this important form 
of advertising. To begin, what is the 
purpose of the 24-sheet poster? 


Purpose of 24-Sheets 


We all recognize that magazines, 
newspapers, radio, tv and most other 
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for you...any time 


Life’s Winner . 


in the unique design to the product. 


A Winner for Kool-Aid 


. . Grand prize winner in this year’s 100 best posters contest, this poster 
features a pictorial design to catch the eye of all types of people. The clever caption ties 


. The third grand award winner utilizes color with a 


tremendous impact in its pictorial design. This is backed-up with a simple but very 
Original and effective idea in advertising the price 


Yv 


Ford Does It Again . 


. . Winner of the first award in the automobile class, this year’s 


Ford poster again utilizes an idea with a pleasing illustration that strikes a responsive 


chord with the American public. 


media must do a selling job in their 
copy. This is not the case in 24- 
sheets. A poster is intended only to 
catch the viewer’s attention and di- 
rect it to the product name or 
package. In so doing, it relies on the 
proven fact that continuous impact 
day after day will subconsciously 
cause product remembrance and ac- 
ceptance. 

In normal viewing of 24-sheets, 
there is no time to grasp any selling 
message as there is in other media. 
Surveys have repeatedly proven that 
the outdoor poster is read by people 
in motion—people who normally have 
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a maximum viewing time of five 
seconds. 


Test of Poster Design 


Five seconds! It should be very 
simple for any one interested in test- 
ing a design for poster usage, to eval- 
uate it by merely giving it a five 
second exposure. Anything on the 
design that the eye can not observe 
in five seconds should be deleted. 


Elements of Poster Design 


Over years of designing and an- 
alyzing posters, it has become a fixed 
fact in my mind that any poster, no 


matter what the product, should be 
limited to three elements. Further- 
more, these three elements should be 
so arranged that the eye will move 
quickly from the first to the second 
to the third. These three elements 
are: 

e The pictorial 

e The caption, if any 

e The product or the product’s name 
or symbol 


>The pictorial .. . The function of 
the pictorial is to catch the eye. 
Whose eye? The eye of the particular 
type of person the product will be 
purchased by in most cases. For this 
reason, the pictorial should be care- 
fully designed to appeal to that par- 
ticular person in a pleasant and posi- 
tive manner. This means that the pic- 
torial may have a male or female 
appeal. A maternal appeal. A youth 
appeal. In short, to take an artist’s 
picture or some idea handed over by 
any person—whether he be the com- 
pany’s president or the agency’s ac- 
count executive—and use it because 
“T like it,’ rather than because it 
measures up to the specific need, is a 
serious mistake. The pictorial should 
be chosen only after the viewers are 
defined and analyzed. 


> The caption . .. Coming to the cap- 
tion, if one is needed, this element 
should be as brief as possible. In my 
opinion the ideal caption is three 
words or less. Furthermore, it should 
tie together the pictorial and the 
product or service. The caption is 
very important in that, if the eye and 
mind have been attracted and caught 
by the pictorial and have moved to 
the caption, it must be the logical 
and interesting pathway from pic- 
torial to product. Those posters which 
are best remembered are those in 
which the caption is so well thought 
out that they bring a smile for their 
logical, yet interesting, way of tying 
in the picture to the product’s use. 


> Product or Product Symbol... Our 
third element is the product or its 
symbol. Depending upon the item, it 
should be boiled down to one having 
instantaneous impact. Sometimes a 
picture of the product or the package 
can carry its own name. If a name is 
used, it should be designed for quick 
reading at a distance. Frequently, 
traditional labels and names have to 
be redesigned to achieve this objec- 
tive. The good designer can do this 
without losing consumer recognition. 

Sometimes a trademark or sym- 
bolic design will suffice. Unfortu- 
nately, too often someone insists on 
company name, product package, 
symbol and trademark. Such a prac- 
tice automatically defeats the objec- 
tive of keeping the poster simple, 
direct and successful. 





Reasons for “Poor” Posters 


Poor posters are due to one of two 
persons—the designer or the user. 
Ignorance on the part of the designer 
usually means inexperience in poster 
creation. Like any other medium, the 
designer must begin with an under- 
standing of the possibilities and lim- 
itations of the reproduction process. 
Otherwise, even though good in all 
its measurements, it may reproduce 
more expensively than necessary. Or, 
if cut sheets appear where they 
should not, the over-all effectiveness 
is weakened. 

Another danger faced by the inex- 
perienced poster designer is his in- 
ability to understand the tricks 
played on the eye by enlargement, 
distance and outdoor visibility. For 
example, most any type face will read 
easily when the eyes are only a foot 
or so away from it. However, only a 
few styles of lettering have good 
carrying power at a distance of sev- 
eral hundred feet. The rule to follow 
is that the entire board must be ren- 
dered for poster use and not for 
close up inspection. 

Still another reason for poor post- 
ers encountered by some designers is 
a desire to please the “art world” 
and win various show awards rather 
than to create really effective post- 
ers. Finally, in too many instances, a 
competent designer will be forced by 
edicts out of his control, usually back 
seat art directors, to create what he 
knows is poor poster design. 

But the designer is not the only 
one at fault in so many of today’s 
crop of “poor” posters. Frequently, 
it is the user who is the villain in the 
piece. Ignorance on the part of the 
user usually means that although he 
may be a “good” advertising or mer- 
chandising man—and one who knows 
his product from A to Z—he may not 
know and understand the aforemen- 
tioned principles of good poster de- 
sign. As a result, he frequently 
purchases posters which have one- 
or-more of the following common 
faults: 


e Old fashioned, out-of-date subject 
matter ... Posters, as well as other 
media, suffer from the use of subject 
matter which is out-of-date. For ex- 
ample, today many manufacturers 
must appeal to our growing youth 
market. In selling this group, the 
poster must be tailored to appeal to 
its interests and desires. On the other 
hand, it is sometimes necessary to 
direct the board at a more mature 
group. For this reason, the designer 
selected must be one who is fully 
aware of the nature and tempera- 
ment of the audience he is attempt- 
ing to reach. 

e Poorly arranged composition of 
elements .. . Composition is part of 


design and design is order. Therefore, 
only the experienced poster designer 
should be allowed to arrange the ele- 
ments of the 24-sheet. For anyone 
else to do so—merely because they 
“would like to see this moved over,” 
or “that moved up,” or “this element 
larger’—usually causes a disarrange- 
ment of good order and a weakening 
of the poster. 

e Poor color... The carrying power 
of color can be learned only by ex- 
perience. Colors that look good on 
a sketch or drawing board may not 
carry well. They may fight each 
other, or some may appear stronger 
than other elements and thus disturb 
good order. To get the most simpli- 
fied pattern possible, liberties in 
color, as well as detail, must often 
be taken. 

e Complicated, busy pictorial ... To 
walk in the woods and take in all 
the myriad beauties of the changing 
colors of the leaves is a wonderful 
experience. To try and duplicate the 
scene on a 24-sheet would be a mis- 
take. An experienced poster designer 
will immediately boil the scene down 
to two or three simple colors which 
will instantly give the viewer the 
impression of the forest in all its 
beauty. 

© Repetition ... We all know how 
difficult it is to keep coming up with 
something “fresh and original.” For 
this reason, the poster designer must 
be given free rein to use new ap- 
proaches, new techniques, new ar- 
rangements and different colors. The 
poster buyer who insists on a par- 
ticular type of art, merely because it 
has proved to be successful for years, 
runs the risk of following rather than 
leading the pack. How much better 
it is to continually work to develop 
something new and even more effec- 
tive. One of the really great art 
teachers, Robert Henri, said, “Dare 
to be original.” This I heartily rec- 
ommend. 


THE SOLUTION 

Today there is a growing aware- 
ness of the techniques of European 
poster designers. Without going into 
the reasons for their success, which 
would be an article in itself, it is safe 
to say that they have always been 
and still are ahead of most American 
artists from the standpoint of: 
e Their understanding and use of 
simplification 
e Their daring in originality 
e Their application of symbols and 
gimmicks to quickly interpret the 
use of the product 

The sooner American poster users 
allow and require our designers to 
apply these principles, the sooner 
their over-all poster advertising will 
become more effective. 

One final word. Some of the read- 





TEXLITE 


OVER 
AMERICA 


Another famous 
sign quality built 
by Texlite. 


Let Texlite solve 
your sign problems, as we have 
for so many of the nation's lead-. 
ing companies. What are your 
needs..10..100..1,000.. 
or more? Texlite has the nation's 
most complete sign manufactur- 
ing plant for building quality 
signs of porcelain enamel or 
plastic in any quantity. Our serv- 
ices are complete: 


DESIGN e ENGINEERING 
FABRICATION e ERECTION 
MAINTENANCE 


Turn to Texlite for signs of 
quality. 


in our 76th year 


TEXLITE, INC. 


3305 Manor Way ® Dallas, Texas 


eh Tate 
New York, Chicago, 
Wer Vet tt mal tile 
Atlanta, Denver, 
Tulsa 


Ce Alas ee eae ae 1-2) 
TT Te el Mead: 
Bell -al- Lae 
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ers of this article will undoubtedly 

disagree with the writer’s criticisms 

COLORFUL CATALOG FILLED WITH of today’s 24-sheets. Such is their 

privilege. Nevertheless, may I sug- 

SALES PROMOTION IDEAS gest that each and every person who 

designs and uses posters make a per- 

/ sonal survey of the ones he will see 

during the next week. Be frank and 

unprejudiced in your evaluation. It 

is my sincere belief that many more 

of us will come to recognize our 

shortcomings. Once this is done, we 

can go on together to design an ever- 

‘ ioe Y increasing number of posters that 

SALESMANSHIP ee eetiag - ™ 
LO mip . ; 





Miniature Signs “Build” 


Future Crop of Customers 


With the help of Lionel Corp., 
DuPont feels it is building a bumper 
crop of anti-freeze customers for 
the next generation through the use 


of miniature outdoor posters adver- 
*See how SATIN BANNERS are used by tising “Zerone’-“Zerex,”’ the Du- 


national organizations as effective promotional A T | 0 N A L Pont anti-freezes. 

tools. Dramatic, colorful, low in cost, they Miniature replicas of the same 24- 
invite dealer cooperation and stimulate con- FLAG & DISPLAY CO. sheet posters that will appear on the 
sumer buying. Write for your copy of “Add NATIONAL FLAG BUILDING : streets and highways of almost 2,000 
Showmanship to Your Salesmanship” — it's 43 W. 2ist ST., NEW YORK 10 communities this fall will go into 
filled with merchandising ideas you can use ae ORegon 5-5230 thousands of American homes to 
profitably today and all year long! oe serve as realistic highway scenery 

for model railroads. 

. for more details circle 409, page 93 Called “merchandising - minia- 
ture,’ the pint-size signs are being 
distributed with Lionel model train 
sets. They also are included in the 
Lionel catalogs and in store displays 
wherever the trains are sold. 44 








means sales! 


Signs by GOA are never bash- 
ful. They speak right out in 
terms of impact, identification, 
repetition, remembrance... 
and sales. 

They repeat their sales mes- 
sage after dark, too, with eye- 
catching brilliance that defies 
inattention. 

Why not let GOA speak vour 
language when it comes to 
signs? Remember—whether 
you need one or a hundred, 
tatlor-made signs by GOA are 
based on sales... your sales. 


3-D Decal . . . This unusual decal sign 
which uses a vacuum forming process was 

produced by Merit Displays (New York) for 
PHONE your local office or a new Krueger Beer promotion. The 3-D 
write today to GOA, 515 S. Loomis illusion of an actual beer glass is obtained 
Street, Chicago 7, Illinois. by molding Styron and using silk screen 
to produce the dancing figure. A die-cut 
Kleen-Stik adhesive backed piece of red 
foil carries the advertising message and at- 
. « fer mere details circle 306, pase 93 taches the sign to windows or back bars. 
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How U. S. Tobacco Co. uses 
five basic designs with iden- 
tical copy each two years to 


reach its 18-state market. 


ADDED MILEAGE FOR POSTER PANELS 


By Ted Sanchagrin 
AR Eastern Editor 


If you've ever wondered what hap- 
pened to that tobacco habit called 
Copenhagen, it covers 650 markets 
via 12,000 outdoor locations each 
year. 

Some advertisers use only maga- 
zine ads. Some use only point-of-sale 
displays. This one, the U. S. Tobacco 
Co., New York, relies almost exclu- 
sively on 24-sheet posters. 

There’s still a sizable Copenhagen 
market, and except for dealer win- 
dow stickers it’s reached via posters. 
Copenhagen gets national coverage, 
and has been getting it for the past 
11 years. 

Because the product has a limited 
but special market, U. S. Tobacco 
Co. gets added mileage and impact 
from the posters by repeating them. 
To explain, last year’s posters are 
this year’s posters. Next year there'll 
be a new two-year series. This has 
been the approach for the past six 
years. For the five years previous, it 
has been an annual non-repetitive 
campaign. 

How the client and the advertising 
agency embraced the two-year plan 
was explained by William F. Mac- 
Donald, director of outdoor, Kudner 
Agency, New York. 


>“Six years ago we felt that we 
didn’t get full value from the pos- 
ters,” he said. “They were not up 
long enough to get the benefit of 
them. When we repeated them, they 
became new again.” 

The client uses no one artist ex- 
clusively for the poster situations, 
although the series being repeated 
this year was done by Jack Witprup. 


He was assigned the Copenhagen 


series without solicitation, U. S. To- 
bacco liking his Jell-O fat-man-on- 
the-scales poster. The General Foods 
item, “Time for Jell-O,” had won the 
“100 Best Posters” award two years 
ago. 

Copenhagen’s Witprup panels use 
five different designs—a garden 
scene, a fisherman, a hunter, a hot- 
stove setting and a man at a base- 
ment workbench. Copy reads, “Makes 
the day worth while . . . Copen- 
hagen,” and the slogan, “The tasty 
way to take tobacco.” 

Regardless which artist is used, the 
original paintings are 12x27”. Then 
they are made into 8’8"x19'6” size by 
the lithographer. This is the univer- 
sal size of one sheet from a 24-sheet 
poster. The final poster is made from 
the sheet size. Locations are the usual 
30 days. 

But first, the client, agency and 
artist work out the possible situa- 
tions in rough form, depending on the 
artist’s interpretation of the situation. 

Printing and shipping of the post- 
ers is handled by Spurgeon Tucker 
Inc., Bronx. Outdoor operators, in- 
cluding independents, handle ap- 
plicable locations. One third of these 
locations are illuminated. 


>» Copenhagen locations generally are 
in farm and factory areas, covering 
all of Wisconsin, Minnesota, the Da- 
kotas, Montana, Iowa, Idaho, Cali- 
fornia, Washington, Wyoming, Ore- 
gon, Nebraska, Colorado, Michigan, 
northern Indiana, western New 
York, northern Illinois, 
Ohio. 


Years ago, Copenhagen users were 
both “moist” and “Scotch.” Moist 
means chewing tobacco. Scotch re- 
fers to dry, or snuff. Now the Scotch 


northern 


or drys are southerners, while moist 
men are farmers or factory hands. 

There are some points about user 
terminology which the client through 
the agency would rather not discuss. 
For example, Copenhagen is no 
longer called snuff, that term being 
eliminated from the 
poster can. 

It was pointed out that the product 
is neither a snuff nor a chewing to- 
bacco in the accepted sense of the 
terms. The neophyte trying to figure 


Copenhagen 


Outdoor Terminology 


William F. MacDonald, director of 
outdoor, Kudner Agency, New York, in 
discussing the Copenhagen 24-sheet 
poster campaign, said he has long urged 
correct use of outdoor nomenclature. 
“You might call me a one-man commit- 
tee on the subject,’’ he told AR. 

A summary of correct outdoor termi- 
nology by Mr. MacDonald and the out- 
door advertising industry recommends 
these media terms: 

@ For poster advertising . . 


sheet posters, poster panels 
locations. 


poster 


Correct 
terms are painted bulletins, semi-spec 
taculars, painted walls. 
@ Objectionable terms . 


@ For painted displays 


. . Billboards, 
boards, poster boards, outdoor boards 
or signs, paint boards, painted signs, 
painted posters. The term “signs” is 
objectionable for defining electric spec- 
taculars. Don't just say “boards” and 
“signs.” 

The Outdoor Advertising Assn. of 
America has raised the standards of 
outdoor advertising by emphasizing cor- 


rect terminology, dccording to Mr. Mac- 
Donald. 
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two more 
great signs 


BY ROBERTSON 


Leading manufacturers of SILK SCREEN 
and Lithograph signs for regional and 
national advertisers. 


* Baked enamel! process—plain or reflectorized 
* Steel or aluminum 
* Quantity producers for over 30 years 


ROBERTSON SIGN CO. 


SPRINGFIELD, OHIO 
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**POP-UP” 
your 
PRODUCTS 
TRADEMARKS 
PACKAGES 
SYMBOLS 
SEALS 
LOGOTYPES 


DIMENSIONAL... SENSATIONAL... « 


out what’s called what can only fig- 
ure that today’s Copenhagen of the 

posters is a moist unchewed chaw. 
Whatever it is, five new poster 
designs blossom forth on more than 
12,000 locations each year and are 
repeated a second year, and Copen- 
hagen is still more or less Copen- 
hagen. That is, just say Copenhagen, 

and you don’t have to add “snuff.” 
It’s the same difference in any case. 
44 


New Catalog Depicts 
Buttons and Badges 


A 32-page catalog listing its com- 
plete line of “Metalite” buttons and 
badges is being offered by Wendell- 
Northwestern Inc., Minneapolis and 
St. Paul. 

Each section includes pictures of 
“Metalite,” plastic and card stock 
badges with information on how 
they’re made and suggestions for 
using them. General information on 
buttons is contained in the catalog, 
as well as variations used for special 
promotions. 


> Key tags, gavels, coins, award rib- 
bons, lapel tabs and pins, wooden 
nickels, trophies, plaques, etc., are 
also shown and listed. 

A separate price list that comes 
with the Buttons and Badges catalog 
shows prices ranging from $1.25 for 


s GOODER! 


wee 


"| SELF-STICKING LOW COST SIGNS and DISPLAYS 


’ How can we better the best sign 


made for point-of-purchase 


usage? 
By adding a new dimension to all the 


age “pop-out” of the sign... you can 
broaden the scope of attention-value 
. you can give your dealers a 


qualities that have made GOODSTIX display that “stands-out” as a sales 


transparent signs outstanding .. . 
Vacuum forming at a new low 


You can have your product or 


pack- 


builder. See for yourself. Write for 


cost! an actual sample of vacuum formed 


GOODSTIX. You'll agree—GOOD- 
STIX is Gooder. 


GOODREN PRODUCTS CORP. 


Beet. AM 263-273 
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WittiARs 23. 


ENGLEWOOD, N 5 
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50 card stock badges to $32.50 for an 
engraved plaque. 


For your copy circle No. 319 on the 
Readers’ Service Card inside back cover 


Offers M-B Test Strips 


To Prove Reflectivity 


Test strips of M-B paints and beads 
designed for reflectorizing any sign 
or surface are available from the 
M-B Corp., New Holstein, Wis. 

The strips are from the Hy-Lite 
Sign Kit which contains M-B Hy- 
Lite Beads for line, M-B Superay 
Binder Enamel, available in a vari- 
ety of colors, and water-proofing 
liquid that sheds water but does not 
reduce sign brilliance, according to 
the company. 

M-B Corp. says the sample test 
strips illustrate the reflectivity of 
both the beads and paints. 


For your copy circle No. 320 on the 
Readers’ Service Card inside back cover 


Folder Shows Examples 
Of Incentive Awards 


A compact folder that gives infor- 
mation on trophies, plaques, com- 
mercial gifts or promotional items is 
available from Edwin W. Lane Co., 
Chicago. 

Illustrated with pictures of special 
medallions, including a “bull 
thrower” award, the folder also 
shows service and safety emblems, 
insignia pins or buttons, various 
types of trophies and plaques. 

Prices range from $1.00 to $27.50 
per individual item with special sug- 
gestions for individual application. 


For your copy circle No. 321 on the 
Readers’ Service Card inside back cover 


Clever New Demonstrator 
Offered by Mead Sales 


Mead Board Sales Inc. is using cute 
“glamor gals” who lose one outfit 
and gain another through a dip in the 
water as clever and effective “dem- 
onstrators” in its newest sample. 

Printed with a combination of wa- 
ter soluble and oil base inks, the 
“Dip Girls of 1956” were designed to 
show the weatherproof qualities of 
Mead’s new Sunstorm Board for out- 
door signs. 

Sunstorm is made from Mead’s 
Chestnut Board, treated by a special 
process to make it impervious to sun, 
storm and drying equipment. Ac- 
cording to the company, Sunstorm is 
strong, rigid, dimensionally stable, 
and meets trade specifications. 

A sample of “Dip Girls of 1956” is 
available. 


For your copy circle No. 322 on the 
Readers’ Service Card inside back cover. 





By J. G. Bell 
President 
Bonne Bell Inc., Cleveland 


Those who know little about how 
convention wheels turn may shudder 
at the amount of time visitors spend 
in planned entertainment and in- 
formal hilarity. But those who or- 
ganize conventions know there must 
be a nice balance between business, 
convention-sponsored recreation and 
individual amusement. Otherwise 
few will attend or enjoy the event. 
Business executives approve con- 
vention expense cheerfully because 
they realize much good will come 
from such meetings, even under re- 
laxed and informal conditions. 

Bonne Bell is a Cleveland cos- 
metic producer and during any one 
year there may be a dozen or more 
conventions of interest to us. There 
are exhibits and trade shows which 
our chemists and production men at- 
tend to investigate new materials, 
new processes, and to see new ma- 
chinery in actual operation. Adver- 
tising and sales conventions give us 
the opportunity to see and hear what 
others are doing and to exchange 
experiences. 

Drug and department store gath- 
erings permit our salesmen to meet 
buyers and prospects in surround- 
ings far removed from the rat race 
of daily business. Management meet- 
ings on a national scale provide a 
method to help keep our top level 
policies up to date. 

Our executive personnel, depart- 
ment heads and salesmen make 
every effort to attend as many con- 
ventions as possible, and while they 
learn a lot at “business sessions” we 
feel as much or more good comes 


A series of zany cards gives added punch in 


market where legitimate competitors offer 


much the same service, price and quality. 


from the social side. A hand-shake 
with a new acquaintance across the 
luncheon table often results in a 
lasting business friendship. Buyers 
who are “too busy” to see one of our 
salesmen during office hours become 
more human at a convention, making 
our selling job later that much 
easier. 


>The cocktail hour before a con- 
vention dinner and the dinner itself 
—where could we find a better place 
to get on friendly terms with people? 
And Bonne Bell representatives 
never overlook the possibilities of 
getting on friendlier terms with peo- 
ple in the hotel suite parties so com- 
mon to every convention during the 
evenings. 

Business organizations often dis- 
tribute printed material of a light 
nature at conventions, and we sub- 
scribe to that practice. In fact, the 
distribution of such promotion con- 
stitutes our main social activity at 
conventions. Before any convention 
we run off an extra supply of 6x4” 
cards featuring mottoes which, by 
no stretch of the imagination, could 
be called “inspirational.” 

The cards are uniform in style, 
cynical, sarcastic or mildly insult- 
ing and are turnabouts on inspira- 
tional mottoes such as, “A busy man 
is a happy man.” For expressions 
such as this, we have cards reading, 
“Work fascinates me—I can sit and 
look at it for hours.” With dozens of 
such twisted, non-uplift quotations 
available, we pick something of par- 
ticular interest to the one conven- 


tion, or provide quantities of several 
different cards. Each carries the 
Bonne Bell imprint, as well as that 
of the “Let’s Have Better Mottoes 
Association,” a copyrighted, trade- 
marked sales promotion activity. 


> During any convention, trade show 
or exhibit we find many opportuni- 
ties to distribute these cards. Placed 
at every plate at a luncheon or din- 
ner, they arouse considerable merri- 
ment. Passed out individually here 
and there, they bring on everything 
from smiles to belly laughs. It’s sur- 
prising the number of times we are 
asked for extra copies. Each time 
there’s a late evening or early morn- 
ing gathering in a hotel suite we see 
that there is an ample supply of 
cards for those who wander in and 
out of such affairs. 

As with so many organizations 
using something along light lines 
at conventions, we find these inex- 
pensive cards do a fine job along 
good-will lines for us. But we go to 
greater lengths to capitalize upon 
that good-will and friendliness. A 
surprisingly large number of men 
and women at conventions ask if 
they cannot get more of those un- 
usual Bonne Bell motto cards. When 
this happens, we put that visitor on 
our monthly mailing list. 

In an introductory letter we say 
the motto association has no serious 
aims and exists only to provide a 
monthly motto along lines ridiculing 
hard work, success, ambition and 
efficiency—and letters every thirty 
days telling what the association is 


Direct Advertising + 47 





Knowledge and Timber Shouldn't 
Be Much Used Till They Are Seasoned. 


OLIVER WENDELL HOLMES 1809-1894 


We're properly seasoned . . . been gathering 
knowledge since 1919. So, if you need any 
Multigraphing, Mailing, Plate Cutting, List 
Maintenance or, just want to ask a few ques- 
tions, write or give us a call, we'll gladly help. 


. SERVICE 
521 S. WABASH AVE. « WA 2-9560 


CHICAGO 5 
Fast and Resourceful Service—Since 1919 


— Reasonable, too! 


Multigrephing © Mimeegraphing 
Addressing ¢ Meilling © Plate Cutting © Mechanical Addressing 
Printing © Radic & TY orders processed © Complete Mall Compoigns 
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she handles all the details 


Let Marie handle your complete mailings 
—including multigraphing, mimeograph- 
ing, addressing, fill-in on multigraphed 
letters and planographing. 


Marie keeps your Mailing List up-to- 
date too and frees you from all the detail 
work. 


Direct mail has been our business for 25 
years. We pick up your rush copy, give 
quick service, do accurate work and 
guarantee prompt delivery. 


a Liller Sopp 


431 S. Dearborn St. °@ Chicago 5, Illinois 
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doing. Actually, the association is 
a figment of the imagination, but 
those who receive the letters are 
convinced there is a real board of 
governors, a monthly parade of 
members and a horse named Joe, 
who plays a prominent part in motto 
association activities. 


>Those on our list are invited to 
send in motto suggestions (along 
non - inspirational lines) and the 
winning motto each month is printed 
in card form, with the contributor 
elected president of the association 
for a month. His name is mentioned 
in the letter, along with those who 
contributed runner-up mottoes. 
Those mentioned in the letters enjoy 
the personal publicity, even though 
they are often kidded unmercifully. 

There’s never a word about the 
Bonne Bell business in our monthly 
letters, nor dco we include any sales 
story. On the face of it our motto 
activity is so much horse play, but 
we find it pays off. Monthly letters 
are quoted and saved. Motto cards 
are displayed on desks and walls. 
Our salesmen get a more cordial 
welcome. In a nutshell, our different 
approach at conventions and through 
monthly mailings creates consider- 
able good will, puts us on friendlier 
terms with people, adds new pros- 
pects, conserves personal sales call 
time and produces inquiries and 
orders. 

The whole motto card and letter 
activity is based on the theory that 
when legitimate competitors in any 
line of business offer much the same 
service, price and quality, orders go 
to the company and salesman on 
friendliest terms with the prospect 
and customer. During the several 
years we have used our motto pro- 
motion, more and more people have 
come to look upon Bonne Bell as a 
“friendly” organization. 


>Fred Gymer of Cleveland encour- 
ages those of us who use his mottoes 
to take a hard boiled view as to 
results. So, after we had used the 
mottoes on a regular mailing list for 
a few months, we asked our salesmen 
how their customers like the mes- 
sages. Here are a few replies: 

e A Texas salesman wrote... “I 
think it is more talked about than 
our merchandise and displayed in 
every account. I find it on the front 
of cash registers, inside the show 
cases, in every buying office on the 
walls. You can’t miss it. I would 
like to see it continued. I always 
hear a good comment about it. I 
have one old, sour puss buyer who 
has the mottoes strung on a ribbon 
on the wall. And he orders.” 

e Another wrote . “This cam- 
paign seems to appeal to everybody, 


probably because of its basic ‘hu- 
manness’.” 

e A company with which I checked, 
wrote ... “During the short time we 
have used the motto mailings we 
have received over 250 unsolicited 
letters. In some instances we know 
that specific orders and new custom- 
ers have been a direct result of the 
mailings. Our salesmen have told us 
this is the greatest sales aid they 
have ever had. It gets them in to see 
the right people and softens up the 
toughest prospect.” 

Fred tells me some 30 organiza- 
tions in various cities are now using 
these monthly, syndicated mailings 
under copyright license, as we do. 
He has been selling them for nine 
years. As we have found, they turn 
prospects into friends, and friends 
into customers. 44 


Mail Piece Features 
Built-In Reply Form 


Information and samples on a com- 
plete mailing unit that features a 
built-in reply card is offered by 
Cabot’s Inc., Chicago. 

Called the Responda-Letter, the 
basic set consists of a built-in reply 
card that fits in a window pocket on 
a two-color letter, printed and illus- 
trated according to the customer’s 
specifications. 

The mailing envelope is available 
in three styles—glassine-window 
type, wallet style or the self-mailer. 

Besides the basic sets, the letters, 
lithographing and envelopes may be 
obtained in a variety of colors. 

Additional information and sam- 
ples are available. 


For your copy circle No. 323 on the 
Readers’ Service Card inside back cover. 


Clever Mailers “Invite” 
Trade Show Attendance 


A novel format in trade show “in- 
vitations” has been developed by 
the Heinn Co., Milwaukee, in a 
mailer shaped like a_loose-leaf 
binder. 

The “invitations” are eight pages 
long, die-cut and printed in two col- 
ors. Attention-getting printed tabs 
point out the time, place and name 
of the event. The copy is kept ex- 
tremely brief and the company prod- 
ucts appear in simple line drawings. 

According to Heinn Co., comments 
from customers and prospects who 
received the novel mailer indicate 
the format wins more attention than 
invitations in conventional letter or 
card style. 

Additional details and samples of 
the new mailer are available. 


For your copy circle No. 324 on the 
Readers’ Service Card inside back cover 
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Armchair Plant Tour . 


. Jumbo 7x5‘ colored postcards like these were used by Hep- 


penstall to tell customers and prospects of company’s service, facilities 


Bringing the Mountain to Mahomet 


Monthly Jumbo Mailings Tell Plant Story 
To Heppenstall Customers and Prospects 


By J. R. Hess 

Direct Mail Manager 
MacLeod & Grove Inc. 
Pittsburgh 


Ketchum 


What would you do if you wanted 
7,600 customers and prospects 
in the U. S. and Canada .. . to see 
your plant facilities and manufactur- 
ing operations? Heppenstall Co., 
Pittsburgh manufacturer of indus- 
trial knives, die blocks, and steel 
specialties, decided that the cost of a 
conventional plant visitation would 
certainly be prohibitive. So it took 
the plant to the prospects—using the 
medium of jumbo post cards in full 
color! 

For Heppenstall, this idea had sev- 
eral advantages over the more stand- 
ard practice of issuing a multi-paged 
brochure. In the first place, even the 
finest brochure makes only one im- 
pact upon the recipient, then goes 
into the files. Secondly, Harold Wood 
Jr., Heppenstall’s manager of knife 
sales, had over 30 distributors who 
needed advertising support in their 
local marketing areas. Why not mail 
out these post cards monthly with 
each distributor’s imprint? Making 
12 colorful impressions directly to 
the prospects and customers ; 
telling the Heppenstall story of steel 
making and knife manufacturing fa- 


cilities . . . looked like a “natural”! 
> First step in the direct mail cam- 
paign created by Ketchum, MacLeod 
& Grove Inc. (Pittsburgh), was the 
planning of the plant scenes to be 
photographed—and scheduling the 
picture-taking without interrupting 
normal plant production. Clyde 
“Red” Hare, expert color photog- 
rapher of Pittsburgh, spent three 
days shooting the scenes selected. 
Twelve of his best 4x5” Kodachrome 
transparencies showing steps in 
knife-making were sent to Layden- 
Hammel, offset printers of Salem, 
O., and the full color scenes were 
reproduced on 7x5” Kromecote stock. 

By the time the first batch of color 
cards came off the presses, the mail- 
ing lists obtained from Heppenstall’s 
distributors were on Addressograph 
plates, coded individually for each 
local distributor. 

Next came the printing of the 
message side of each post card. To 
tie-in the product with the various 
scenes in the series, illustrations of 
knives and the theme, “Heppen- 
stall Knives for Industry,” 
each card. 


headed 
Underneath, the copy 
described the “cover scene” and re- 
minded the recipient to call his dis- 
tributor for sales and service. Dis- 
tributors’ imprints with local address 


and phone number made sales con- 
tact conveniently easy. 

Cards were addressed from Ad- 
dressograph plates and mailed third 
class during the second week of each 
month to 7,600 names. . . timed to 
sidestep the deluge of first-of-the- 
month bills . . . and to arrive mid- 
week on the recipient’s desk. 


>Since “Heppenstall Quality” is a 

byword in the industry, extra care 

was observed during every step to 

produce the finest color post cards. 

The twelve cards printed bear the 

following dramatic scenes: 

1. Heppenstall’s ultra-modern stain- 

less steel office building. 

2. Charging the open hearth. 

3. Tapping the open hearth. 

4. Tapping the electric induction 

furnace. 

5. Stripping ingot from mold. 

6. Forging the ingot. 

7. Rolling billets to bars. 

8. Cutting bars to knife length. 

9. Reducing cross section on milling 

machine. 

10. Precision drilling of knives. 

11. Quenching knife in salt bath. 

12. Rough grinding of cutting edges. 
Success of the campaign to date is 

reflected in the fact that Heppenstall 

sales people and representatives 

have capitalized on these mailings, 

and knife sales are up 14.6% over 

the same period in 1954. Typical let- 

ters and comments from pleased dis- 

tributors are: “Worth while and well 

received” ... “A picture like this is 

worth more than a thousand words” 
. “Far above the average for this 

type of advertising” .. . “We are en- 

joying very definite and favorable 

reactions from prospects” . . . “Now 

our customers know how quality 

knives are made!” 44 


White Laboratories Reach 
Stamp-Collecting Doctors 


White Laboratories (Kenilworth, 
N. J.) has come up with a new angle 
to reach hard-to-sell doctors by di- 
rect mail. When it discovered that 
thousands of doctors are avid stamp 
collectors, it used commemorative 
stamps to reach them. 

Commemorative stamps marking 
the sesquicentennial of the Philadel- 
phia Academy of Fine Arts were 
used in a mailing to 100,000 doctors 
to introduce White’s new pediatric 
nutritional product, Lactofort. 

A notation on the cover called 
attention to the stamp and pointed 
out that the mailing coincided with 
the original issuance at Philadelphia 
in January. The novel use was de- 
vised by H. L. Patterson, director of 
advertising at White Labs. 44 
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SEND YOUR CATALOG 


AND 1°* CLASS LETTER 
TOGETHER IN 
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eee ENVELOPE 


@ Envelope compartment is integral 
construction... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices ... No obligation! 


we Z 2 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 
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POSTCARDS 
IN VIBRANT NATURAL 


The most beautiful natural color post- 
cards in the world — truly different — 
offering unlimited possibilities for all 
types of promotion. 


Made from your transparencies. Cost 
less than Ic each. 


Use genuine Plastichrome® Postcards 
made exclusively by Colourpicture — 
write for samples and price list. 


Distributorships still available — send for details. 


CoLourPICTURE PUBLISHERS,I NC. 
390 Newbury Street, Boston 15, Mass. 
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Doctor Receives 3,959 
Direct Mail Pieces Yearly 


A general practitioner received 
3,959 pieces of mail in a year’s time 
with one product being represented 
in the doctor’s daily mail 74 times, 
according to a recent newsletter of 
the Direct Mail Advertising Assn. 
(New York). 

The doctor reported he received at 
least one mailing on each of 675 
products, with the no. 1 item making 
its appearance about every four days. 

Of his mail, 3,543 pieces were phar- 
maceutical, with 10 companies mak- 
ing about 1/3 of the mailings; 109 
were medical books and journals; 52 
were equipment and instruments; and 
264 were miscellaneous, the doctor 
reported. 


> A further breakdown by the doctor 
revealed that: 
e 78.6% used printed permit. 

10.2% used postage meter. 

4% were first class. 

2.7% used 2¢ stamps. 

2.6% were government post cards. 

1.99 used 142¢ stamps. 

Of the 3,959 pieces of mail tabu- 
lated by the doctor, 80.5% advertised 
one product; 7.7% advertised two 
products; 3.2°% three products; 2.5% 
four products; 6% five products; and 
5.4% advertised more than five prod- 
ucts. 44 


Moore Paint Promotion 


Uses Cans as Mailers 


Benjamin Moore & Co. (New 
York) directed an imaginative cam- 
paign at independent paint dealers 
in Los Angeles, mailing them actual 
paint cans, each featuring an enter- 
taining trick or game symbolizing a 
paint-selling point. It used two sell- 
ing principles: entertain and dem- 
onstrate. 

The first paint can held a roll of 
stage money to signify profits; the 
second a magic color trick to drama- 
tize the Moore color story; the third 
a mirror box reflecting the smiling 
face of “The happiest paint dealer 
in L.A.—the man with a Moore fran- 
chise,” and the fourth a jigsaw map 
of the U.S. showing cross-country 
coverage of Moore paints. 

Each can carried a brief personal 
letter from Harry Christenson, L.A. 
manager of Moore, reprints of na- 
tional magazine and local ads and 
typical merchandising materials. The 
campaign included a mailing of 
teaser postcards with a BMLA theme 
(Benjamin Moore in Los Angeles) 
and a series of color ads in the home 
magazine section of the Los Angeles 
Times by the Moore ad agency, Mon- 
roe F. Dreher Inc. (New York). 44 








Psst! Get An AdverKit! 


Plan colorful campaigns from an idea- 
packed portfolio of over 100 direct mail 
samples. 


Create action-getting, best-of-industry mail- 
ing pieces from a new selection of Jumbo 
Cards, Flash Bulletins, Cartoon Letterheads, 
Eye-Stopper Envelopes, and Gimmick Mail- 
ings. 


All AdverKit items created and pre-printed 
by American Mail Advertising. Your sales 
message easily added using any office du- 
plicator. 


Mail $2.00 for your AdverKit—refundable 
on first order. 


AMERICAN MAIL ADVERTISING 


INCORPORATED 
610 Newbury Street, Boston 15, Mass. 
Tel. COmmonwealth 6-7540 
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FAR WEST 
MAILING LISTS 
~ compiled by NATIVES 


SRE 


.oREREE 
Complete Mailing Service . 
Sales Promotion Material = 
Custom Made Mailing Markets 


Effective Copy and Art 


Brochures, Folders, Catalogs, 
Sales Letters, Booklets Planned 


Customers’ Lists Maintained 
Presentations 
Premium Mailings 
Mail Order Promotion 
Large Capacity — Packaging 
Bulk Shipments 
SEND FOR CATALOG 
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AR’s 21,000 Circulation is 
Hand-Picked for Buying Power 
Nowhere else can you get such cover- 
age, so carefully tailored and so 
precisely directed to buyers of adver- 
tising services, materials, equipment, 


supplies. 


Get in AR! 





HARD COVER 
BINDING 


In this first article of a series on binding methods, 


AR’s editors advise admen of the services offered 


by book manufacturers. 


Books as advertising take many 
forms these days. Here are some 
typical examples: 

e A Wall Street stockbroker printed 
a lavish volume listing assets and 
reasons for buying shares of a num- 
ber of investment trusts. 

e An appliance manufacturer sold 
a cookbook as a self-liquidating 
premium on a tv show. 

e A pharmaceutical company gave 
to every practicing physician a 
treatise on the use of a drug it manu- 
factures. 

e A company listed on the “Big 
Board” distributed a history of the 
company to every stockholder. 

e A manufacturer with plants all 
over the country distributed a book 
listing an employe’s opportunities 
and obligations to his employer. 

e A distiller is publishing an en- 
cyclopedia to settle bets made at a 
bar. 

e A floor covering manufacturer 
gave university technology students 
a free textbook on uses of engines. 
e A jewelry house is binding its 
catalog in book form for retailers. 

While this listing doesn’t begin 
to describe the wide variety of uses 
of hard cover books, it may give you 
some ideas. And, if your agency is 
contemplating the production of a 
book for a client, here are some basic 
principles you should know. 

Let’s start by defining a book as 
any printed material bound between 
hard covers. It’s easy to quarrel with 
that definition, especially with so 
many paper-bound books today, but 
we shall limit our 


hard-bound books. 


discussion to 


>The reason is easy to see, even in 


your own office. The hard-bound 
book most frequently finds a place 
in your bookcase or on top of your 
desk, while the pamphlet, brochure 
or paper-bound book most often 
goes into the files or a bottom draw- 
er. That’s because a hard-bound 
book gives a sense of permanence 
and value, even though its contents 
may be less informative than a well- 
produced brochure. 

Here is a quick checklist of occa- 
sions when the production of a book 
may be called for: 

e A book to be published and dis- 
tributed by a conventional pub- 
lisher. 

e A book about a client which is 
frankly and openly published by the 
client. 

e A book to be used as a premium, 
with the client’s name to appear in 
the title or with an imprint on the 
title page. This can be done with 
specially written books, or with 
books previously published by a re- 
putable publisher and leased from 
him. 

e A book for internal distribution 
for better employe relations, better 
stockholder relations, better dealer 
relations or technical, instructional 
or policy-defining purposes. 

e A book for external distribution 
to wholesalers and distributors to 
show to dealers, for dealers to show 
to retail customers, for retail cus- 
tomers, prospects or opinion leaders. 

Here is a simple run-down on how 
to go about getting any one of the 
five types published: 


1. Books by a conventional pub- 
lisher. 
This type of book is the most dif- 


ficult to execute for a client, but it 
has the advantage of the imprint of 
a reputable publishing house. It re- 
quires the retaining of a competent 
author and includes the possibility 
that, after considerable expense and 
effort, the book may not find a pub- 
lisher. Reputable publishing houses 
will reject any manuscript which in 
their opinion is not worthy of pub- 
lication. If accepted, the book will be 
manufactured, published and_ sold 
through book stores, direct mail, 
etc. If the client wishes to buy quan- 
tities of the book, it may usually do 
so at a discount. 

This book may be a history of the 
company on the occasion of an im- 
portant anniversary, a biography of 
its founder, or a similar subject. Or 
it may be on a subject related to the 
client’s products. Thus, a pharma- 
ceutical company might undertake 
to get a leading medical authority to 
write on the diagnosis and treatment 
of a particular disease for which the 
client manufactures a drug neces- 
sary in the treatment. Similarly, a 
carpet manufacturer might under- 
take a book on interior decoration, 
or a tool manufacturer a book on do- 


About This Article 


This is the first in a series of special 
AR articles on various types of binding. 
The helpful information in this discus- 
sion of hard cover binding was provided 
by Samuel Schulman, president of 
George McKibbin & Son, Brooklyn book 
manufacturers. The next article in this 
series—covering loose-leaf binding—will 
appear in the February 1956 AR. 
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On guard 24 
hours a day, to 
protect your 
sales promotion 
... Eureka 


’ Safety Paper 


watching the 
trend of your 
business... 

Eureka Serial 


Numbering 


PROTECTION AND CONTROL ARE TWO 
WORTHWHILE ADVANTAGES OF TURNING 
TO EUREKA FOR YOUR TRADING STAMPS, 
COUPONS, CERTIFICATES AND TRADING 
STAMP COLLECTION BOOKS. YOU SOON 
DISCOVER OTHER BENEFITS. FOR THROUGH 
TOP-FLIGHT KNOWHOW EUREKA PROD- 
UCTS COMBINE SERVICES THAT ASSURE 
THE SUCCESS OF YOUR PROMOTIONAL 
EFFORTS. 

WE'D LIKE TO TELL YOU MORE ABOUT IT, 
— WON'T YOU DROP US A LINE? 


EUREKA SPECIALTY PRINTING CO., 
568 ELECTRIC STREET, SCRANTON, PA. 


MANUFACTURERS OF WORLD FAMOUS 
OUPLISTICKERS, DUPLIQUIKS and DUPLISNAPS. 
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Books in Advertising . . 


. Typical samples of hard-bound books used in advertising 


Manufactured by George McKibbin & Son, Brooklyn, the books cover a wide range from 
catalogs and encyclopedias to company histories and cook books. 


it-yourself. In the latter types of 
books, of course, the relationship to 
the manufacturer would be indirect. 
2. Publication under the client’s im- 
print. 

This method is unquestionably the 
most forthright and it has the added 
advantage of simplicity. Books may 
cover any subject noted under the 
classification above, but they are de- 
signed primarily for free distribu- 
tion, rather than sale. Obviously, the 
story may be more directly related 
to the client’s products. However, it 
should be pointed out that a high 
degree of professional skill should 
go into the writing of the book, since 
most readers apply a higher stand- 
ard of critical judgment to hard- 
bound books. 


3. Books as premiums. 

Although percentagewise the use 
of books as premiums is one of the 
fastest growing uses of books, it is 
one of the least known. Books make 
excellent premiums and there can 
be little doubt that their use for 
this purpose will increase consider- 
ably in the future. Your client can 
use one of two types: 

e Specially written books .. . This 
type involves getting an author to 
write a manuscript, manufacturing 
the book and offering it as a pre- 
mium. Such premiums are usually 
related directly to a client’s product. 
For example, a manufacturer of 
chafing dishes might offer a book on 
chafing dish cookery. Less special- 
ized would be the offer of a book on 
sports by a razor blade manufac- 
turer or a children’s story book by 
a dairy. 

e Books previously published by a 
reputable publisher . . . This type 
is considerably easier to execute and 


substantially less expensive. An ar- 
rangement is made with the publish- 
er of a sports encyclopedia for use 
of his plates upon payment of a small 
royalty. This obviates the cost of 
manuscript and type-setting. How- 
ever, the binding and some of the 
front-pages are re-done. Conse- 
quently the book is offered as the 
“Apex Encyclopedia of Sports,” 
when the Apex Razor Blade Co. 
gives the book as a premium. Since 
there have been books published on 
every conceivable subject, it is al- 
ways possible to get a book to fit a 
client’s program. 


4. Books for internal distribution. 

The use of hard-bound books for 
internal distribution has had many 
successful public relations applica- 
tions in recent years. These uses 
cover almost every conceivable sub- 
ject. A new employe who receives a 
book describing his opportunities 
and duties is likely to retain such a 
volume far longer than if received in 
any other form. He may be expected 
to refer to it from time to time, and 
it serves as an authoritative refer- 
ence point in the event of disputes 
with his immediate superior, or 
when he makes a request for special 
consideration. Similar functions are 
served with books for better stock- 
holder relations and better dealer 
relations. Technical and instruction- 
al books are extremely useful, par- 
ticularly in cases where special 
instructions are needed over widely- 
spaced intervals of time. 

When preparing books of this type, 
it must be borne in mind that revi- 
sions will be needed from time to 
time. Consequently, the number or- 
dered ought to be kept low enough 
to permit use of the entire edition 





before a revision is needed. New edi- 
tions are not very expensive, in re- 
lation to over-all cost, except after 
a long period of time when a com- 
plete re-write becomes necessary. 


5. Books for external distribution. 

Although some types of books 
listed above are obviously for ex- 
ternal distribution, there is another 
category which covers the use of a 
client’s product and is intended solely 
for distribution externally. Thus, 
books are published for wholesalers 
and distributors to show to dealers; 
for dealers to show to retail cus- 
tomers; for direct distribution to re- 
tail customers; for distributors to 
prospects, and for distribution to 
opinion leaders. 

A number of such uses already 
has been described. Basically, this 
type of book may be said to be one 
in which applications of the client's 
products may be demonstrated far 
more effectively than can be done 
with the physical use of the product 
itself. Thus, a fork-lift truck manu- 
facturer may find it difficult to de- 
scribe how maneuverable his truck 
is in narrow warehouse aisles. A 
book on materials handling, how- 
ever, with illustrations of use of the 
trucks in installations in well-known 
plants gives a factory Manager a 
graphic idea of how the truck will 
be used in his own plant. 

Similarly, a housewife can visual- 
ize the equipment she wants to buy 
for her kitchen when she sees a book 
showing a wide variety of ap- 
proaches to kitchen decoration. 
Color combinations, placement, and 
utilization are demonstrated in many 
forms. Again, the hard-bound book 
lends authority and the cover helps 
preserve the contents through many 
handlings. 


> Probably one of the major reasons 
for reluctance by agencies to under- 
take production of a book for a cli- 
ent is that so little is known on the 
techniques. 

For most agencies, the first ap- 
proach is through a job printer. 
Frequently, the job printer who does 
excellent work in his own field is 
completely unequipped to handle 
production of a book. 

The manufacture of a book is a 
specialized field in graphic arts. 
Relatively few have heard the term, 
“book manufacturer,” and most con- 
fuse it with book publishers. Actual- 
ly, almost all book publishers em- 
ploy book manufacturers to produce 
books for them. 

Because book manufacturers usu- 
ally offer many consulting services, 
it is usually a good idea to confer 
with them before undertaking even 
the first steps. 





STARTLING PROMOTIONAL VALUE— 
COSTS LESS THAN YOU MIGHT THINK! 


Put your next printed piece in a 


RD COVIAR BINDING 


CATALOGS 

BROCHURES 

CONVENTION PROGRAMS 
SALES PRESENTATIONS 
SPECIAL ANNOUNCEMENTS 
SOUVENIR EDITIONS 


ANNUAL REPORTS 

PRICE LISTS 

ADVERTISING MAILINGS 
INSTITUTIONAL PROMOTIONS 
FIRM HISTORIES 
ANNIVERSARY BOOKS 


Keep your literature out of the wastepaper basket . . . 
with a hard cover binding it’s bound to last! 


Before you complete plans for your next job, call 
CAnal 6-3415 for helpful consultation without 
obligation. Write Dept. AR for your free hard- 
bound demonstration copy of “The Challenge to 
Your Wastepaper Basket”. 
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Kenneth W. James, Pres. 


any. TTE ST., NEW YORK 13,N. Y. 
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The Only Publication REGULARLY coverRiNG 13 
SECTIONS OF ADVERTISING’S $3 BILLION MARKET 
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Materials 


®@ Photoengraving and 
Platemaking 

@ Window and Store 
Displays 

®@ Typography and 


® Audio and Visual Aids 
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Use These Sales Portfolios to 
SELL YOUR 
IDEAS 
GRAPHICALLY 


allah a-dalie 
style 
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headline area. 


etry mulir-(-y-| 
erate 
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rearrangement 


To make your sales point more 

dramatic, to add power to your 

presentation . . . nothing surpasses one of these 

specially created sales portfolios. They enable you 

to catch and hold your prospect's attention by selling your ideas 
graphically. They let you present your material in an orderly, 
planned manner, yet with an option for quick rearrangement. 


Available in a wide variety of styles, shapes, colors, and bindings, 
we're sure there is a Service portfolio to fit your particular needs. 
Call or write us today. 


Finishers of Advertising Displays for 
ADVERTISERS + LITHOGRAPHERS + # =PRINTERS 


SERVICE BINDERY, Inc. 
and subsidiary 
MOUNTING & FINISHING CO. 
2241 South Wabash Avenue 
Chicago 16, Illinois 
CAlumet 5-3224 
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to more advertising agencies than any other 
publication. If you sell advertising services, 
equipment or supplies to or through agencies 


AR is All Right ... For You 


54 ¢ ar * December 1955 





Some of the services offered are: 


> Manuscript. Even before engaging 
an author, it is desirable to discuss 
the subject with a book manufac- 
turer. The manufacturer can: 

e Guide you to all books previously 
published on the subject. 

e Advise you of the availability of 
authors and their terms. 

e Provide a complete editorial serv- 
ice for producing the manuscript. 

e Tell you where you may purchase 
rights to manuscript and plates of 
books previously published. 


> Designing. The key to the success- 
ful production of a book is in its de- 
sign. Here are some of the elements: 
e Type face. The size of your book 
and its cost will depend in large 
measure on the size of the type. If 
you want to crowd a large amount 
of information into a book, smaller 
type may be desirable to reduce 
costs. By the same token, if you wish 
to make a book appear larger and 
more substantial than its contents 
may warrant, a larger type is indi- 
cated. 

e Paper. Paper, too, is an element 
in the size and thickness of a book, 
as well as an important element in 
cost. Book papers vary from those 
used in conventional printing. 

e Binding. In this area, the book 
manufacturer can be of greatest 
service. Few printers are equipped 
to bind books and most binding jobs 
wind up in the manufacturer’s plant. 
Cost factors, appearance and dura- 
bility are vitally important and 
should be considered before starting. 

There are, of course, many other 
elements of design which should be 
studied before the project is begun. 
Illustrations and color plates are 
obvious considerations. Colored edg- 
ing of pages may be wanted. Ar- 
rangement of the signatures may cut 
down costs of later editions. There 
are too many factors to give in de- 
tail here. It is our purpose, rather, 
to illustrate the problem and to sug- 
gest consideration and decision be- 
fore the first key of the typewriter 
is touched. 

What about costs? The addition of 
a hard-bound cover costs surpris- 
ingly little, provided the execution 
is planned in advance. It is impossi- 
ble to generalize about prices, but 
it may unquestionably be said that 
a superior result can frequently be 
achieved for less cost with a book 
format. Of course, the planning is 
the key to cost reduction. 

It goes without saying that the 
single page of literature, the pam- 
phlet and the brochure will have 
their uses for all time. The book, 
however, has its uses, too, and de- 
serves consideration along with other 
media of mass communication. 44 





Continuous Tone . 
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. . A new approach to continuous tone art for distribution to retail 


outlets is this kit distributed by Hart, Schaffner & Marx. Instead of photoprints used 
previously, the clothing company turned to collotype printing, maintained reproduction 


quality, and saved $2,400. 


On Beating the Budget 


Hart, Schaffner & Marx Saves on Costs, 
Maintains High Quality With Collotype 


Hart, Schaffner & Marx (Chicago) 
has figured out a way to beat the 
high cost of providing high quality 
fashion art to dealers for use in 
newspapers and other printed ad- 
vertising. It’s an idea useful to any- 
one supplying a dealer service. 

Instead of photographs, the ad- 
vertising department of the cloth- 
ing manufacturer is using collotype 
printing—or photo-gelatin as it is 
sometimes called—to reproduce its 
illustrations and still retain the max- 
mum picture quality in continuous 
tones. 

Hart, Schaffner & Marx formerly 
furnished approximately eighteen 
11x14” black and white photo- 
graphs as part of its dealer adver- 
tising service going to approximate- 
ly 200 key outlets. The photo print 
cost was approximately $1 per print 
or $3,600 for just photos alone. 


>By using the collotype printing 
method the same high quality of 
reproduction was achieved for ap- 
proximately $800 for the same num- 
ber of individual pieces. 

Collotype is a screenless type of 
printing with advantages for news- 
paper advertising over photoprints. 
For example, the texture or “tooth” 
of the special collotype paper will 
easily accommodate any retouching 
desired by the dealer’s own adver- 
tising department. 

Tones can be accentuated by 


merely working a pencil over the 
area and then rubbing it down with 
the finger tip. Additional highlights 
can also be quickly and easily ac- 
centuated by using an ordinary 
eraser. 


>The use of collotype printing for 
a dealer advertising service is un- 
usual, according to Black Box Col- 
lotype Studios Inc. (Chicago), which 
produced the prints. “It certainly 
makes sense for anyone looking for 
a way to cut the costs of furnishing 
illustrative material without sacri- 
ficing reproduction quality,” 
pany officials point out. 

Hart, Schaffner & Marx has uti- 
lized the collotype method previ- 
ously for full-color reproduction of 
28x38” displays for its store out- 
lets. The display was designed with 
snap buttons in any oak frame to 
permit easy insertion of poster mate- 
rial which may be changed for every 
season. The selection of collotype is 
based on “the need for economy that 
the large size, short-run display re- 
quires and the desire for beautiful, 
faithful, full-color reproduction”, ac- 
cording to the Hart, Schaffner & 
Marx advertising department. The 
company uses all printing methods 
and techniques, depending on the 
materials it needs and what it is 
trying to accomplish. 

Collotype printing is ideal for the 
reproduction in continuous tones— 


com- 





No need to give your right arm 


Call SLOVES ... 


We gladly give you a helping hand 
when the pressure is unbearable or 
extra facilities are needed. Our fabu- 
lous service and exacting craftsman- 
ship perform miracles. Ask us to 
prove it. 


PRODUCTION SERVICES 
FOR SALES PROMOTION 


Sales Kits * Loose Leaf Binders 
Catalog Covers * Spiral * Plastic 
Easels * Bookbinding * Presentations 
Mounting * Merchandise Displays 


SLOVES 


601 West 26th St., New York 1, N.Y. 
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NEW SADDLE STAPLER 
FOR DUMMY WORK 


This rugged, compact machine makes sad- 
dle stapling of dummies quick and easy. 
No need to interrupt the work on your 
stitcher or to wait until it is free. 


Handles jobs of 8 to 128 pages with width 
up to 12 inches. Uses same staples as your 
B8 office stapler. Ask your stationer, phone 
your local Bostitch representative, or write. 


BOSTITCH 
335 Mechanic St. @ Westerly, R. I. 
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iF YOU SPECIFY TYPE 
Let us prove how the 

WORLD'S HANDIEST TYPE BOOK 

can save you 40 minutes a day 


We'll mail you a copy for 10 days FREE trial. 
Use the 389 transparent overlay alphabets on 
your own work. Keep the book free, if you place 
$100 worth of work with us. Over 4,000 in use 
This is the eighth edition. Send postal today 


F.H. Bartz, 112-114 W. Kinzie St., Chicago 10, tl. 
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Crocker’s 
Mirro-Krome postcards 
in full natural color 


Equally effective for initial promotion, 
follow-up merchandising or ‘‘remind- 
ers,'’ these sparkling postcards qual- 
fy on all points: 
Quality—Prize-winning. First award 
inthe 1954 National Lithog- 
raphers Assn. competition. 
Price—LESS THAN 1'%¢ APIECE. 


Additional information, samples and prices 
from your nearest H. S. Crocker office. 


H.S. CROCKER CO., INC. 


San Francisco,720 Mission Chicago, 350 N. Clark 
Los Angeles, 2030E.7th New York, 23 E. 26thSt 
Dept. A-12-A Baltimore, 1600 S. Clinton 
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without the presence of any screen— 
of Ektachromes, black - and - white 
photographs, drawings, paintings or 
any other artwork. It is extremely 
economical, especially for short 
runs of 1,000 to 5,000, in sizes up to 
40” x 60”, particularly in color and 
whenever there are large pictorial 
subjects of numerous small pictures. 
The gelatin type of printing plate 
that is used has been perfected to 
give the most exacting duplication. 
As a matter of fact, collotype is used 
extensively by art museums as well 
as by industry whenever absolute 
fidelity of reproduction is required. 
44 


New Bindery Machine 
Cuts Operating Costs 


A new bindery machine, developed 
especially for Popular Mechanics Co. 
(Chicago), that counts and stacks 
magazines at high speeds has cut the 
company’s operating and mainte- 
nance costs. 

The new machine was developed 
by the company’s plant engineer, 
W. H. Taylor. It counts and stacks a 
predetermined number of magazines 
from the covering machine, then 
passes the stacked magazines onto a 
conveyor belt for delivery to the 
trimmer. The machine can handle 
8,700 copies per hour and can be 
adjusted in 30 minutes to handle 
publications of any size. 

The company estimates that dur- 
ing its first year in operation, the 
machine saved more than $15,000 in 
operating costs. 44 


Brochure Gives Data 


On Table-Top Collator 


Information on a portable Table- 
Top Collator is available in an illus- 
trated brochure put out by Thomas 
Collators Inc., New York. 

Designed to meet the needs of the 
smaller office, the new model incor- 
porates many of the operational and 
design improvements developed for 
the larger floor models. The unit ac- 
commodates eight sheets and requires 
only 16x29” of desk space, according 
to the company, and will enable one 
operator to assemble duplicated 
sheets into sets approximately 100° 
faster than hand assembly methods. 

The Table-Top model also fea- 
tures Collator’s exclusive “Rotating 
Feed Finger”—a device that prevents 
blanks or misprints slipping by the 
operator. 

Information on the entire Collator 
line is also given in the illustrated 
brochure. 


For your copy circle No. 327 on the 
Readers’ Service Card inside back cover 
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UR OWN MAME 


MAKES A 
“SHOWCASE” 


for more effective, 
impressive reports, 
presentations, sur- 
veys, manuals, etc. 


Clareport* has a durable, trans- 
parent plastic front cover and a back 

of Strathmore Beau Brilliant cover 
stock in 8 smart colors. Holds standard 
11”x81” sheets (special sizes to order). 


Send for FREE sample and prices, now! 


e We specialize in custom-made easel binders and 
presentation binders. Your problem solved quickly 
and inexpensively. 


WRITE, WIRE OR PHONE — DEPT. D-12 


BELFORD Company, Inc. 


317 W. 47th Street 
York 36, N. Y. © Plaza 7-5950 


ciate 


our specialty for 30 years! 





e 100 to 1,000,000 or more 


e Services include imprinting 
of dealer’s name on various 
Advertising Literature 


e Will store entire job and 
imprint as needed, regard- 
less of quantity 

Tas? Mail sample for Quotation or 
Phone us to Call 


Ph. CHesapeake 


Sersen’s <a 


Imprinting, Inc. 
17 N. Loomis, Chicago 7 
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INVISIBLE INK 
POST CARDS 


DIP IN WATER and “Presto” your own 
Message and Greeting Appears Instantly. 

When Card is Dry—Message Disappears. 
Dipped in Water Again Message Reappears. 

Same Card can be Used Many Times. 


MAGIC HORSE RACE Tissue. Start 
Race with lighted Cigarette for Win- 
ners. 


FLEX-A-FACE Post Cards of 500 
Comic Cartoon Chain Faces. 


JOBBERS WANTED 
Write on Letterhead for Free Samples 


M. E. MOSS AND CO. 
11 Irving St., HARTFORD 8, CONN. 
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Dynamic package styling has given 
Safeway Stores a substantial sales 
edge in the tough battle between 
sponsored brands and nationally ad- 
vertised competition for shopper 
preference. 

Safeway’s Bel-air family of fresh 
frozen vegetables, fruits and juices, 
a complete line with new packages 
styled by Walter Landor & Asso- 
ciates, San Francisco industrial 
designers, has climbed high in con- 
sumer acceptance in the hotly com- 
petitive frozen food field. 

Since introducing its new line, this 
retail grocery business has sold more 
than 100 million cans of Bel-air 
Frozen Orange Juice, just one of the 
various Bel-air items produced by 
the Whitney Frozenfood Co., a Safe- 
way subsidiary. 

Safeway executives have long been 
convinced that to win sales for their 
company sponsored brands they must 
have quality package design to 
match the quality of the product on 
the shelves. 


>In each of Safeway’s almost 1,900 
retail stores in 24 states and the Dis- 
trict of Columbia, the Bel-air line 
competes not only with other nation- 
ally advertised frozen foods but also 
with a complete array of fresh vege- 
tables and fresh fruits. 

The Landor organization, in its 
styling of the new Bel-air line, was 
faced, therefore, with a unique and 
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difficult “three-way” competitive 
situation, in which the new package 
design would have to stimulate pur- 
chasing in a sales contest with other 
brand names and with the product 
in its natural state. 

“Extensive consumer research 
explains Mr. Landor, “made it ob- 
vious to us that the package for the 
entire Bel-air family must emphasize 
the theme of freshness. 

“We wanted the design itself to tell 
the consumer that Bel-air vege- 
tables, fruits and juices are fresh 
frozen; that they are equal, if not 
superior, to the farm grown product.” 

It was found through research and 
design tests of various symbols that 
the leaf, to the majority of house- 
wives who do the family buying, is 
the symbol most representative of 
freshness and that its use would be 
the most direct way of saying to the 
housewife, “These fruit and vege- 
tables were packed fresh from the 


fields.” 


” 
> 


>Thus the leaf was selected as the 
theme of lLandor’s design and is 
used as the trademark and symbol 


of appetizing freshness on Bel-air 


packages for fruit, frozen juice con- 
centrates and 20 or more vegetables. 

“There are two kinds of trade- 
marks,” Mr. Landor points out, 
“those which are chosen arbitrarily 
and which have little if any connec- 
tion with the product. Then there are 


How Safeway Stores achieved 
strong identification for its Bel-Air 
line by using an appropriate sym- 
bol and consistent design on the 
entire package family of wax over- 
wraps, metal end containers and 


lithographed cans. 


meaning 


those extremely rare trademarks 
which are meaningful in terms of the 
product which they represent. 

“In the Bel-air leaf we have this 
latter kind of trademark, one which 
is related directly to the product, and 
which provides a dramatic and effec- 
tive method of carrying the Bel-ai 
brand name as well as the visual 
identification for the entire Bel-ai: 
family of fresh frozen foods. 

“The leaf promotes the sale of the 
foods because it is related to the 
product and develops a desire for the 
contents of the package.” 

Superimposed over a colorful and 
“nature-like” illustration of the mer- 
chandise, the leaf symbol appears to 
float on the package, drawing the eye 
in a normal and easy sequence of 


The Wax Overwrap .. . Note strategic 
placing of price spot and carry-over 
illustration to side of package 


Labeling & Packaging 





The Metal End Container . . . The Bel-air 
design makes repetitive pattern in mass 
display for instant recognition 


reading toward the mouth-watering 
illustrations. 


>Landor’s thorough knowledge of 
modern American display methods 
is clearly revealed by the design of 
the Bel-air family of packages. 

It is a known fact that flat pack- 
ages normally are stacked on store 
shelves one on top of the other, and 
that shoppers often see the edge be- 
fore they see the top of a package. 

Therefore, Landor Associates in- 
geniously conceived the edge of the 
Bel-air package as an integral part 
of the top and carried the leaf sym- 
bol over from the top to both front 
and back edges. 

“This technique,” Mr. Landor ex- 
plains, “helps considerably to en- 
hance the illusion the buyer has of 
getting a close-up view of the entire 
content of the package and the com- 
plete story is re-told in the same 
styling visually and descriptively as 
it is on the top.” 

The leaf symbol was used on both 
ends of the various packages to con- 
tain the brand label, with additional 
white space at each end for product 
identification. 

The back panel repeats the symbol, 
using a smaller size leaf, and the 
white space on this panel is utilized 
for instructions on preparation, stor- 
age and a listing of various product 
uses. 


>A smaller leaf on the top panel is 
used as a price marking “bud” in 
order to avoid the need for a blank 
spot, which would mar the richness 
of the illustration. Used in this man- 
ner, the price marking space becomes 
an integral part of the over-all de- 
sign theme. 

This price bud is placed in a posi- 
tion where it logically connects the 
leaf containing the Bel-air brand 
name to a panel of white used for the 
product identification, and thus the 
entire design is integrated to provide 


58 ¢ ar ¢ December 1955 


the desired smooth sequence of read- 
ing in which the eye starts with one 
phase of the design and moves nat- 
urally and easily through each suc- 
ceeding phase, such as brand name, 
product name, etc. 

Styling of the Bel-air family of 
packages offers an excellent example 
of the value of design “follow 
through” on an entire line to assure 
that each item “clicks” and that the 
over-all design theme is carried out 
for each product and each package 
without a hitch. 

Often the best prototype design is 
diluted in value by a failure to apply 
expert design skill to all details in- 
volved in adaptation to other items 
in the line. 

In this instance, the Bel-air brand 
covers many products and three dis- 
tinct types of packages; a wax over- 
wrap for vegetables, metal end con- 
tainers for fruit, and lithographed 
cans for the fruit juice concentrates, 
so the design “follow through” is 
seen on each product and on each 
package! 


The Lithographed Can . . . Diagonal plac- 
ing of the leaf symbol achieves brand 
recognition regardless of position of can. 


> As used on the fruit juice cans, the 
leaf symbol is varied in color to pro- 
vide appetite and eye appeal. Here 
the leaf is separated, top and bottom, 
by color with the upper color portion 
containing the brand name and the 
lower portion the product identifi- 
cation. 

Again, knowledge of shelf and store 
display methods is reflected in the 
placement of the design on the Bel- 
air concentrated fruit juice cans. 
These cans are most often displayed 
horizontally, therefore the design has 
been applied horizontally but in a 
slightly diagonal position. 

“We found in our research,” Mr. 
Landor explains, “that the label 
would be much easier to read if it 
were applied to the can diagonally, 
a line which is easier for the eye to 
follow. The diagonal position does 
not result in cutting the design in 
half as a band might, nor does it 
arbitrarily separate the brand name 
from the illustration. 

“Here the eye is led directly into 
the illustration and the upward flow 
of the diagonal line is consistent with 


the fact that in nature a leaf grows 
upward, not sidewise.” 


>The varying colors used on the 
fruit juice cans are styled to comple- 
ment the fruits and to differentiate 
between a variety of juices, thus 
making possible a visual recognition 
of content by color alone. 

In providing illustrations for the 
Bel-air packages of vegetables and 
fruit, color photography carefully 
arranged to create an “unposed real- 
ism” was used. On the cans for the 
juices, a painting technique obtained 
a higher measure of control over the 
design layout and grouping of the 
fruits illustrated. 

The illustration on the Bel-air 
Frozen Orange Juice, for example, 
suggests the illusion of looking up 
into a grove of fresh oranges. 

The color on the cans also has an 
extraordinarily rich effect, created by 
the use of a metallic appearing color 
which provides a sparkling contrast 
to the opaque fruit illustrations. 


>In the painted illustration for the 
Bel-air combination orange and 
grapefruit juice, a mouth-watering 
effect has been provided by showing 
the cut fruit with a drop of the juice 
hovering over the brand name. 

These cans have no “back” side 
and regardless of the position in 
which they may be placed, the design 
offers the consumer an attractive 
picture of the fruit juice the can 
contains. 

Landor’s design “follow-through” 
was carried beyond the package de- 
sign and into the point-of-sale pieces 
developed by Safeway to promote 
the Bel-air line. 

The leaf symbol is used in these 
point-of-sale pieces to tie various 
product packages together into at- 
tractive hanging displays. 

Public acceptance, as evidenced by 
the sales peaks established in stores 
throughout its system, has convinced 
Safeway that the Bel-air styling has 
helped to set a new high in the stand- 
ards for food package design. 44 


Dump Display . . . A strong example of 
how diagonal leaf tells product story 
from all angles. 





Versatile Decanter . . . Shown in sump- 
tuous setting, Old Fitzgerald Candlelight 
Decanter combines eye-appeal and maxi- 
mum after-use features. 


After-Use Appeal . 


Convenient to Use . . . The new decanter 


has a wide, dripless pouring lip for safe 
serving and refilling. Special cork gasket 
prevents leakage. 


. The golden jigger and removable golden collar provide a number 


of different candlestick arrangements. After-use appeal is designed to pay extra divi- 
dends, since people will need two or more instead of one 


New Decanter Shown 


For Old Fitzgerald 


“Advanced contemporary styling 
with an intriguing variety of after- 
uses” is the way Stitzel-Weller de- 
scribes Candlelight, the new holiday 
decanter designed for its bonded 
bourbon, Old Fitzgerald. 

Picked from one of fifty original 
decanter designs by Walter Landor 
and Associates, the Candlelight was 
chosen for versatility, convenience 
and gift appeal, the company says. 

Tall and slender, the decanter 


features a removable golden collar 
and jigger that can be used later to 
make several different candlestick 
designs as well as bases for compote 
or dessert dishes, match holders, 
dinner bells and others. 

Special “do-it-yourself” booklets 
are available for dealer distribution 
along with a handsome five-color 
decanter cartoon that features illus- 
trations of many of the decanter’s 
after-uses. 

The “do-it-yourself” booklets and 
the five-color decanter carton are 
especially designed for multiple dis- 
plays on counter or shelf. qa 


Plastic Rapid-Ribbons 
Stretch to Fit Packages 


Elasticized plastic ribbon loops that 
can stretch from 50% to 100% and 
then recover to a firm snug fit have 
been developed by Rapid-Ribbon 
Corp., New York. 

Rapid-Ribbon, according to the 
company, is particularly good for 
special pre-packaging promotions— 
like two bottles of perfume or similar 
tie-ins—for it holds firmly and can 
be “snapped” on in about five 
seconds. 

Less expensive than special pro- 
motion cartons or containers, Rapid- 
Ribbon is designed to be easier to ap- 
ply than the adhesives and not to 
mar the package or label when 
removed. 

Manufactured in various widths 
and many colors, the elasticized 
loops can be obtained in sizes to fit 
every standard size gift box, or can 
be made up for specific requirements 
with imprinting if desired. 

A sample of Rapid-Ribbon and full 
information is available from the 
company. 


For your copy circle No. 303 on the 
Readers’ Service Card inside back cover 


Folder Shows Samples 
Of Plastic Containers 


Information on molded plastic con- 
tainers is available in an illustrated 
folder published by M&L Plastic 
Corp., Easthampton, Mass. 

Made of Lustrex styrene plastic, 
these molded packages are available 
in a range of transparent, translucent 
or opaque colors. For that custom 
look, M&L suggests containers im- 
printed with a brand name, trade 
mark or selling message. 

Listing nine different style varie- 
ties, size and color information is 
given with each illustration shown in 
the folder. 


For your copy circle No. 304 on the 
Readers’ Service Card inside back cover 


Leaflet Gives Pointers 
On Store Packaging Tape 


A two-color leaflet, published by 
Mystik Adhesive Products, Chicago, 
is available for information on Mys- 
tik’s “Self-Stik” store tape. 

Titled “New Package Appeal for 
Your Store,” the leaflet lists various 
uses for “Self-Stik”—package wrap- 
ping, sealing bags, fruit banding, etc. 
The tape requires no water or glue, 
sticks instantly and peels off easily 
when desired. 

Colors available and sample infor- 
mation are also listed in the leaflet 


For your copy circle No 3( on the 
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The importance which managementattaches to stockholder 
relations is demonstrated by the top-level consideration 
and planning which go into today’s annual reports. If you 
are about to produce an annual report, you will be concerned 
with selecting a paper of character and distinction ...a 
paper which will reflect your corporate standing. Ask your 
nearby Oxford Merchant to show you a selection of fine 
papers for annual reports and examples of the outstanding 
printing results you may expect. 


TWO VALUABLE AIDS: (1) Te OXFORD PAPER SELECTOR CHART 
to help you select the right grade of paper for each job. (2) The 
OXFORD PAPER COST CALCULATOR /o give you quickly the exact 
cost per 1000 sheets of common weights and sizes of printing 
papers. Ask your nearby Oxford Merchant or write us direct. 


xford Papers 
a Nort DA a 


OXFORD PAPER COMPANY, 230 Park Avenue, New York 17, N. Y. 


OXFORD MIAMI PAPER COMPANY, 35 East Wacker Drive, Chicago 1, UL 
MILLS AT RUMFORD, MAINE, AND WEST. CARROLLTON, OHIO 


OXFORD 
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PACKAG 
a widening t 


How advertisers in many fields can establish identification in 


depth by using the same basic design and trade-name 


on all pieces of printed material. 


By Mildred Weiler 
AR St. Louis Correspondent 


The hi-fashion match and mix- 
match mode moved into the retail 
packaging field as far back as 1928, 
when H. C. Orchard, founder of The 
Orchard Paper Co., St. Louis, sold 
retailers on the idea of using the re- 
tailer’s name on wrapping paper to 
make it distinctively the retailer’s 
own. From this beginning the idea 
grew to include hat, suit and dress 
boxes to match the wrapping paper. 

Today, the same design adopted by 
a store is used on some or all of these 
pieces: 

e Wrapping paper 

Candy bags 

Notion bags 

Delivery bags 

Garment bags 

Storage bags 

Record bags 

Shirt bags 

Sweater bags 

Tie, scarf and hankie folders 
Dress and suit boxes 

Shoe boxes 

Millinery boxes 

Gummed tape 

Letterheads 

Envelopes 

Invoices 

Business cards 

Newspaper advertising 

Window displays 

24-sheet posters 

Though highly individual, few de- 
signs are copyrighted. The repetition 
of the design on all the store’s pack- 
aging so completely identifies the 


store with the design, or the colors, 
that copyright protection is unneces- 
sary. 

Most effective designs are based 
on: 

Color combinations 

Logos 

Trademarks 

Symbols 

Civic montage 

Historical events 

An outstanding example of the 
promotional value and_ widening 
trend in coordinated packaging is the 
story of Meyers & McCarthy, Fort 
Wayne, Ind. 


>Several years ago Meyers & Mc- 
Carthy offered to lend an umbrella to 
anyone who stopped in the store on a 
rainy day and asked for one. It was a 
complete gesture. No one was asked 
to purchase anything in order to bor- 
row an umbrella. Women were even 
permitted choice of color. As many 
as 1,000 umbrellas were loaned in 
one day. The gesture is still in effect. 

Because Meyers & McCarthy be- 
lieves that the weather is the most 
important subject on any day, the 
company also added a_ weather 
tower on the top of the store build- 
ing. Last year, it added an electronic 
thermometer which records the cor- 
rect downtown temperature in Fort 
Wayne. The weather tower gives the 
correct weather forecast for the next 
12 hours and changes hourly. Infor- 
mation comes directly from the Fort 
Wayne weather station. 

The umbrella became a symbol for 
Meyers & McCarthy 


almost over 


night, and it, along with the weather 
tower, was incorporated in the wrap- 
ping paper design. From wrapping 
paper and paper bags, the black and 
white design is now on every piece 
of packaged merchandise, from the 
smallest jewelry box to the largest 
overcoat box. 

Letterheads, envelopes and news- 
paper advertising use the same de- 
sign. Store match boxes also use it. 

In August of this year Meyers & 
McCarthy signed a contract for out- 
door posters which will carry the 
same coordinated wrapping paper- 
package black and white design. The 
only message on the black and white 
poster is, “When it rains, Meyers 
& McCarthy will loan you an um- 
brella.” 


> Although Mr. Meyers says it is not 
possible to trace any direct results to 
a package design, the fact that Mey- 
ers & McCarthy volume shows a siz- 
able increase every year does indicate 
the promotional value of coordinated 
packaging. 

The company’s television show ties 
in with the same package design by 
using the theme: “Meyers & Mc- 
Carthy, the store under the weather 
tower.” 

Instead of changing pace with a 
new design or color, Meyers & Mc- 
Carthy stays with the same black and 
white design and gives it renewed 
emphasis by expanding its use to let- 
terheads and all advertising. 

Many stores throughout the coun- 
try are using color and design as 
well as the company signature to 
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identify them. Neiman-Marcus of 
Dallas, for instance, uses the brown 
and white striped design with the 
signature in brown. This is varied by 
using the signature in reverse. The 
same design is used in all advertis- 
ing, letterheads, invoices and even 
company business cards. 

Burger Phillips of Birmingham 
uses its logo imprint in wine on gray 
tweed background, and there are 
many others, such as Lord & Taylor 
and Saks, both New York, and Lock- 
harts, St. Louis, whose signatures on 
an identifying background are rec- 
ognized everywhere. 


>In many instances where the re- 
tailer consistently uses the same 
combination of colors on all wraps, 
even though he may change the de- 
sign, the colors become the identity 
of the store. This is true of the Rexall 
Drug Co. orange and blue; Wal- 
green’s maroon and gray; B. Alt- 
man’s vivid blue and white; Stix, 
Baer & Fuller’s pink and green; Hall- 
mark’s gray on gray; and Minnesota 
Mining & Mfg. Co.’s red, green, yel- 
low and black Scotch plaid. 

A more recent trend is the use of 
the civic montage design in coordi- 
nated packaging. Rosenbaum of 
Cumberland, Md., uses a red and 
white streamer design of public 
buildings, including its own, and the 
store’s signature. Larry Young Inc., 
Los Angeles, use the famous land- 
marks of the city, as does Stix, Baer 
& Fuller, St. Louis. These last two 
use white reverse plate line drawings 
of buildings and places on a solid 
pastel background. 

The City of Paris in San Francisco 
uses the montage design of famous 
Paris landmarks along with the 
store’s logo. 

One St. Louis paper converter 
(Orchard) says it has 50,000 active 
accounts on the books, representing 
stores throughout the United States 
which buy coordinated packaging. 

The fact that the switch from the 
plain brown, white or green bag to a 
coordinated colorful design is not 
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cheap indicates the idea is worth the 
extra cost. The increase in cost from 
plain utility to something special can 
be as much as 25%, but once you 
have the design, the added cost of 
using the design on a total coordi- 
nated program is only about 5% ad- 
ditional. In a few instances retailers 
are advancing from the use of two 
and three colors to as many as six 
different colors. 

Even the small retailer can use co- 
ordinated packaging to his advan- 
tage. Most paper converters have 
their own art departments and will 
design a distinctive logo or design 
for the retailer. Or, he may select a 
stock pattern which doesn’t cost 
anything for the use of the pattern 
over which he prints his own signa- 
ture. By continued and coordinated 
use, the design, in the mind of the 
public, becomes exclusively his. 44 


Standard Sample Book 
Aids Printing Salesman 


A new paper sample book idea is 
helping printing representatives to 
better and easier paper sales. 

Devised and introduced by the 
Standard Paper Co., Milwaukee, 
Wis., the booklet is a compact, wire- 
bound binder holding 8142x11” sheets 
of popular paper stocks, each im- 
printed with a description, specifica- 
tions and recommended applications. 

Through a survey of the popular- 
ity of the wide variety of papers 
available today, Standard chose the 
types of paper to be represented in 
its sample book, which contains 90% 
of all the printing papers—both let- 
terpress and offset—regularly used. 

With such wide representation, 
the sample book gives the salesmen 
one convenient book with which they 
can show their most popular stocks 
without ordering out stock samples 
or depleting the printing plant’s 
cabinets. 44 


Equitable Brochure Shows 
New Shopping Bag Uses 


A full-color brochure on shopping 
bags by Equitable Paper Bag Co., 
N. Y. C., describes these features: 
e Copy can be printed in one to four 
colors. 

e The bags are available in three 
sizes, small, standard and jumbo. 

e Seasonal designs are available. 

e Sturdy and reusable, the bags 
enjoy a long life and thus offer an 
advertiser extra exposure for the 
giant-sized ad message. 

The manufacturer suggests three 
uses of its shopping bags as promo- 
tional tools: 

e Stores use shopping bags to pro- 


mote identity, stimulate take-with 
sales and reduce delivery costs. 
e Manufacturers find them a handy 
give-away item for trade and con- 
sumer shows. 
e In direct mailings to dealers, they 
can help put over a “more sales in 
the bag” theme. 

The shopping bag brochure is 
available on request. 


For your copy circle No. 301 on the 
Readers’ Service Card inside back cover 


New Kit Shows Samples 
Of Silk Screen Process 


A new screen process demonstra- 
tion kit, designed to acquaint screen 
process printers and printing buyers 
with the adaptability of cotton grades 
to screen process printing, is being 
offered by the Fox River Paper 
Corp., Appleton, Wis. 

The kit contains samples of actual 
screen process jobs run on Fox River 
cotton papers, including letterheads, 
envelopes, calling cards, menu cov- 
ers, announcement folder, stock list 
and award certificate. 

Several of the samples have been 
laminated to show how readily this 
process can be applied to cotton pa- 
pers. The cotton grades represented 
in the kit range from 25% cotton 
Fox River to 100% cotton Anniver- 
sary Bond, including onion skin, 
ledgers, vellums and thin cards. 

A limited number of the demon- 
stration kits is available and may be 
obtained by writing Fox River Paper 
Corp., Appleton, Wis. 44 


Portfolio of Covers . . . A colorful variety 
of cover des’ gns using Wheelwright High- 
light Cover are included in a portfolio by 
Mead Sales Co. (Dayton, O.). The cover 
and inserts were printed by offset lithog- 
raphy, letterpress and screen process on 
white and four of the seven colors avail- 
able in the stock. Pertinent production 
data, such as the printing process, speed 
of run and typefaces used, is listed on the 
demonstration pieces in the portfolio. 


For your copy circle No. 302 on the 
Readers’ Service Card inside back cover. 





For your sales promotion pteces : 


Hammermill Opaque keeps show-through to a minimum 


...and provides good contrast for 


ERE’S a paper that takes printing 
H on both sides without that objec- 
tionable show-through that can ruin 
the whole effect of promotion jobs that 
must make the cash register ring. The 
two photos at the top demonstrate 
Hammermill Opaque's extra opacity 
that keeps dark halftones and solids 
from interfering with what's on the 
“other side” of the page. 


Because it has more opacity, weight- 
for-weight, than other types of paper 


Hammermill Opaque allows you to use 
lighter weights on multi-page jobs, may 


return a bonus to you in postage Sav ings. 


Hammermill Opaque also has a 
bright blue-whiteness that gives you 
excellent contrast with both type and 
halftones, without dulling their effect. 


Hammermill Opaque is ideal for a 
wide range of sales promotion pieces 
including self-mailers, instruction 
sheets, magazine inserts. accordion 
folders, small booklets and price lists 


Ask your printer to use Hammermill 
Opaque on your next job. Choose from 
a large selection of substance weights 
and four pleasing finishes — English, 
Vellum and the mew, distinctive 
Laurel and Pearl. Hammermill Paper 
Company, Erie, Pennsylvania 


HAMMERMILL 
OPAQUE 
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FROM A SINGLE SOURCE.... 


A Wider Range of Grades for a Wider Range of Jobs. 
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| St. Regis’ fine papers for fine printing are backed by Performance Records. 
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A series of exhibition pieces demonstrating 
fine paper for fine printing is available. See 
your St. Regis paper merchant. 








To 
Reach 
the 
Actual 
Buyers 


of 
ADVERTISING 
MATERIALS and 
SERVICES 


put your 
selling message 
before them 

in 


Advertising 
Requirements 





RAR IOUTE ES 


guarantee superior print- 


ing surface, wider, 
brighter color range, 


lowest cost. 


Write TODAY for samples 
PCC MULLET 


RADIANT COLOR CO. 


830 Isabella St., 
Oakland 7, Calif. 


Manufacturers of VELVA-GLO 
Fluorescent Papers + Cardboards 
Screen Colors + Bulletin Colors 
Signcloth 


- for more details circle 418, page 93 
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Prize Letterheads Shown 
In New Howard Portfolio 


Letterhead portfolios are one of 
the common denominators of paper 
company promotions—and the major- 
ity of them find a top spot in any 
collection of good graphic design. But 
one which is destined to win one of 
the year’s top design awards is How- 
ard Paper Mills Inc.’s (Urbana, O.) 
new “8 letterheads.” 

Already selected as a “keepsake” 
by Chicago’s Society of Typographic 
Arts, the unique portfolio shows 
eight outstanding letterhead designs 
created by eight leading contempo- 
rary designers. Not only are the let- 
terheads themselves of special design 
significance, but the over-all design 
of the portfolio is outstanding. 


e Panaview Sliding Aluminum 
Doors, North Hollywood, Calif.—de- 
signed by Saul Bass. The Panaview 
design uses designer Bass’ “wide- 
screen” technique, which he has ap- 
plied to many forms of graphic de- 
sign in addition to his famed designs 
for wide-screen motion picture titles. 

Represented in the portfolio are 
the following letterheads: 


e Jewel Tea Co. Inc., Chicago—de- 
signed by Bruce Beck. The Jewel 
letterhead is part of an extensive 
trademark design program and fea- 
tures an embossed “J” capped by a 
printed gold crown. 


e The Upjohn Co., Kalamazoo, Mich. 
—designed by Will Burtin. An em- 
bossed trademark without color adds 
to the simplicity of this brown-on- 
white letterhead. 


© Bigelow-Sanford Carpet Co. Inc., 
New York—designed by Freeman 
Craw. A well-known trademark was 
revised and simplified and given 
prominence on this letterhead by be- 
ing the only element printed in color 
(light blue). It is linked with a black 
and white illustration of a swatch of 
carpet. As the designer points out, 
“Rug swatch contributed interesting 
and appropriate atmosphere, and of- 
fers textural contrast with flat trade- 
mark panel and the paper itself.” 


e Advertisers Mailing Service, New 
York—designed by Louis Dorfsman. 
A cluttered letterhead became a sim- 
plified design, without sacrificing de- 
tailed information, by the use of a 
cancellation mark for the company 
name and a simulated stamp to carry 
the trademark. Like several of the 
letterheads in the portfolio, designer 
Dorfsman kept most of the “weight” 
of the design in the upper right-hand 
portion of the sheet. 


e Ampro Corp., Chicago — designed 
by Morton Goldscholl. Disregarding 
existing trademarks, designer Gold- 


scholl used three symbols—an ab- 
stract symbol for sound and a styl- 
ized eye printed in gray upon a 
blind embossed human head—to des- 
ignate the nature of the company 
(audio visual equipment). 


e Eureka Press, Los Angeles — de- 
signed by Jerome Gould. Blind em- 
bossing and one-color printing 
(black) was used to present a simple 
symbolic treatment of a printing 
press in the extreme upper right- 
hand corner of this letterhead. The 
address and phone number was rele- 
gated to a single vertical line in the 
extreme lower left-hand corner. 


© Powers Regulator Co., Skokie, Ill. 
—designed by Dan Smith. Selection 
of two special colors—a warm pink 
to designate heat and a cool green to 
designate humidity control—are fea- 
tured on this unique letterhead, 
printed on ivory-colored antique 
laid stock. The colors were used in 
a horizontal panel bleeding off the 
top of the sheet near the right-hand 
corner. A redesigned trademark was 
printed on a square panel of the pink, 
while the green panel, which ex- 
tended above the trademark square, 
carried a definition of the product 
line in reverse letters. The only other 
color spot was the “Powers” portion 
of the company name. The remainder 
of the printing was in black. 

Each of the letterhead designs is 
presented on a separate six-page 
gatefold, with a case history showing 
the genesis of the design. The port- 
folio also contains specimens of the 
12 colors of Howard Bond. 


For your copy circle No. 307 on the 
Readers’ Service Card inside back cover 


Riegel Produces First 


Commercial Nylon Paper 


Riegel Paper Corp., New York, has 
announced its first commercial run of 
synthetic paper made wholly from 
nylon fiber. 

Many times stronger than paper 
made with rags or wood pulp, the 
manufacturer states the nylon paper: 
e Is almost impossible to tear by 
hand. 

e Is highly resistant to chemical 
attack. 

e Absorbs very little moisture. 

e Resists the action of molds, bac- 
teria and light. 

These features suggest its use in 
such applications as heavy-duty 
bags, filtration of corrosive liquids, 
packaging chemicals, map and trac- 
ing paper, and for permanent records 
and documents. 

More information about the paper 
is available. 


For your copy circle No. 308 on the 
Readers’ Service Card inside back cover. 





other 


Intelligent merchandising and inten- 
sive promotion are indispensable for 
the success of a syndicated tu show. 
Walter A. Scanlon, merchandising 
and promotion manager for CBS 
Television Film Sales, presents a list 
of suggestions for getting the most 
from tu films. 


How to 
Merchandise Syndicated TV Shows 


By Maurine Christopher 


The show’s the thing, as the cliche 
goes, but if it’s a tv film, intelligent 
merchandising and intensive promo- 
tion are just as indispensable for 
success as smart showmanship. 

Television is long past the new toy 
stage in most homes. The airwaves 
are crowded with the brightest en- 
tertainment stars on this planet, all of 
whom vie for the viewer’s attention. 
This stepped-up competition makes 
the always important behind-the- 


scenes promotion activities even 
more necessary. 


The signing of “Annie Oakley,” 
Liberace, “Wild Bill Hickok” or any 
syndicated film favorite is 
merely the start of Mr. Advertiser’s 
job, according to Walter A. Scanlon, 
merchandising and promotion man- 
ager for CBS Television Film Sales. 


> Mr. Scanlon, who has helped ele- 
vate such entertainers as Gail Davis, 
better known as “Annie Oakley,” 
into the big money ranks, believes an 
advertiser must give his program the 
kind of ballyhoo that is calculated 


to insure a packed house if he ex- 
pects to get full value from his tv 


dollar. 


The CBS-TV Film Sales executive 


suggests that this campaign be 
planned to serve a triple purpose: 

e To build an audience for the show. 
e To make sure that the advertiser 
who is paying the bill for the enter- 
tainment gets the sponsor identifica- 
tion due him from the start. 

e To make sure that the sponsor 
capitalizes fully on the good will, 
prestige and sales potential of his 
association with a popular star. 

Mr. Scanlon, who has had a wide 
variety of promotion experience, of- 
fers this advice to sponsors who want 
to get the most out of their televi- 
sion films: 

e Plan your promotion and mer- 
chandising program as far in ad- 
vance as possible. 

e Don’t hesitate to call on your syn- 
dicator for help. Most of the distrib- 
uting companies take great pride in 
providing merchandising services. 

e If the budget allows, make pro- 
vision for continuing merchandising 
at the crucial point—the point-of- 
sale. You will find the syndicator’s 
kit of basic materials a real money 
saver. 

e If the show is new to your town, 
break the publicity and advertising 
campaign at least two weeks in ad- 
vance. Naturally, less build-up ad- 
vertising will be required for a show 


and time spot taken over from an- 
other sponsor. 

e Make sure that the tv station has 
teaser spots, publicity releases, pro- 
gram synopses and feature material. 
Work closely with the station’s pro- 
motion department. There may be 
a program with which your show or 
product can work a natural tie-in. 
e Check the local programs careful- 
ly with an eye toward feature book- 
ings. An often-overlooked way to 
build interest in a film show is to 
have local shows of the chatty type 
discuss it. 

e Cover the local newspaper and 
program magazine columnists. They 
are logical targets for anecdotes 
about your stars and amusing inci- 
dents which happened during the 
filming of the series. 

e Make your selection of media— 
newspapers, radio, tv, direct mail— 
on the basis of local considerations. 
Generally it’s best not to try to 
spread the budget too thin. 

e Point-of-sale displays are a must. 
If a new show is coming to town, re- 
tailers generally are amenable to an 
attractive window display. Try to 
make your point-of-purchase mate- 
rial different enough to convince the 
store manager that it deserves a good 
location. 
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Personal Appearance . . . CBS-TV Film 
Sales’ ‘Range Rider’’ (jack Mahoney) 
was among stars adding glitter to New 
York parade. Accompanying ‘Range 
Rider’’ are Jack Sterling and Jackie 
Gleason 


e Direct mail is a relatively inex- 
pensive way of supplying an extra 
fillip. Clever postcard tune-in re- 
minders may help boost a waning 
rating. 

e Plan an unusual contest to perk 
up interest in the traditionally slow 
season. 

e If your star is available for per- 
sonal appearances, this will be your 
promotion piece de resistance. Make 
his visit a community affair. Map 
out his schedule well in advance to 
be sure every minute of time is well 
spent. 44 


Saran Uses Swatches 


For Radio, TV Publicity 


Saran Yarns Co., Odenton, Md., 
has won national radio and tv pub- 
licity on women’s programs through 
the clever use of sample swatches of 
its stain-proof “magic-carpet.” 

The samples were sent to women’s 
program directors of radio and tv 
stations across the country with a 
letter asking the women to try and 
find a product like ink, catsup, 
mustard, iodine or even undiluted 
bleach, whose stains could not be 
removed quickly by a simple wash- 
ing with a mild detergent and water! 

The “gimmick” approach was a 
natural for women’s programs, and 
response was excellent, with almost 
immediate replies from the program 
directors asking for swatches of other 
Saran products. 

Saran Yarns followed up this pro- 
motion by sending swatches of its new 
upholstery fabric splashed with per- 
manent ink, and an explanation that 
this ink could be easily removed by 
detergent and water. 44 
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Survey Shows Television 
More Popular Than Ever 


The American family’s appetite for 
tv has increased, according to the 
eighth annual survey in “Videotown, 
U.S.A.” (alias New Brunswick, N.J.), 
by Cunningham & Walsh Inc., New 
York. 

Brunswick was chosen because it 
is an independent, self-contained 
community with good reception of 
New York’s seven channels, accord- 
ing to Cunningham & Walsh. A ma- 
ture market in both set-buying and 
viewing habits, behavior patterns tv- 
wise in New Brunswick are judged 
to be a good indication of what is 
happening over the nation. 

Following are some of the conclu- 
sions drawn from the survey: 

e Total viewers watch television al- 
most three hours each day, approxi- 
mately 12 minutes more than in 1954. 
e Over 92% of Videotown wives 
watch tv about three-and-a-half 
hours per day, approximately 10 
minutes longer than last year. While 
morning audiences have dropped, 
afternoon viewing is still on the in- 
crease, up to 27% in 1955 — almost 
triple the 10% rise in 1951. 

e Contrary to popular opinion, 
youngsters under 10 years spend the 
least amount of time in front of the 
family set. Their teen-age brothers 
and sisters, with later curfew hours, 
watch tv from 12 to 13 hours per 
week, while Pop and Mom are the 
most ardent fans and watch from 14 
to 15 hours respectively Monday 
through Friday evenings. 

e Greater selectivity continues in 
1955. Individuals turn away from the 
set at times, leaving others to watch. 
While 19 of 20 sets are turned on for 
a total of 4% hours each evening, 
this no longer means everyone in 
the family group is watching during 
that entire period. 

@ 30% of Videotown homes admitted 
conflict in choice of tv programs. 
When major sports events are being 
televised, father seems to be “boss,” 
getting his choice in over half the 
cases. Mother wins 25% of the time 


and the youngsters split the small 
percentage left. 

e “Videotowners” are now reading 
50% more magazines than last year 
and once more are going to movies 
on weekday nights. Newspaper read- 
ing, never much affected by tv, is 
still holding its own. Visiting and 
home entertaining, however, are still 
at a low ebb, remaining half of what 
they were five years ago. 

e About 17% of New Brunswick has 
seen a color telecast. Of these, almost 
two-thirds preferred color to black 
and white. Price consideration comes 
first though, and the average “Video- 
towner” will not buy till color-tv, 
with an 18” to 21” screen, is available 
for $336, according to the survey 44 


Package, Not Product, 
“Sells” Soup on TV 


Sometimes pictures of the tv ad- 
vertiser’s product won’t do the seli- 
ing job that smart packaging will, 
according to Jim Nash Studios, New 
York, which points to Lipton’s Soups 
as an example. 

When Lipton’s discovered that a 
bowl of Lipton’s soup—in all its 
steaming glory—just wasn’t produc- 
ing the desired appetite appeal, the 
company decided to eliminate the 
bowl of soup from the tv advertising 
and try, instead, distinctive packag- 
ing on the screen. 

The new packages make a strong 
impact with lettering and design and, 
although each soup is identified with 
its own distinctive colors, the pack- 
ages are planned to reproduce clearly 
in black and white. 

According to this industrial de- 
signer, tv often shows makers of 
packaged goods where their present 
designs could be doing a stronger 
job, not only on tv screens, but on 
market shelves. 44 


Magnets Activate 
Novel Ad Gimmick 


Tiny magnets are finding use as 
advertising novelties, according to 
the manufacturer, Henry L. Crowley 
& Co. Inc. (West Orange, N. J.). 

Called “Cromag,” the magnets can 
be used in pairs with startling re- 
sults. For example, there’s a Du 
Mont Television Picture Tube Card, 
which depicts a tv set with a blank 
screen area. Along with the card, 
there’s a Cromag “wafer” the same 
size as the pictured screen with the 
words “Du Mont Twin-Screen Pic- 
ture Tube” on one side and the 
words “Schmo Super Dooper 
1000/1000 Picture Tube” on the 
other. 

Behind the blank screen area of 










































the card is a second magnet. When 
the “wafer” is held towards the blank 
screen area with the Du Mont mes- 
sage facing the onlooker, the “wafer” 
jumps from the hand and into the 
screen area. But if it is held with the 
Schmo part facing the onlooker, the 



























“wafer” 
screen. 

“Cromag” is small in bulk and 
weight and can be applied to small 
and inexpensive advertising novel- 
ties at a fraction of the cost of con- 
ventional magnets, according to the 
manufacturer. 44 


is pushed away from the 











DuKane Booklet List 
Standards for Recording 






New recommended standards for 
recording with automatic sound and 
projection equipment have been 
published by the DuKane Corp. (St. 
Charles, Ill.) 

Included in the recommendations 
are suggestions for standardizing tol- 
erances on triggering tones, spaces 
between bands, length of tones, fre- 
quency response tones, silhouette of 
recording grooves, radius of needles, 
and minimum playing times for 10, 
12 and 16-inch records. 

The recommended standards allow 
for a film advance approximately 
every three seconds, with the mini- 
mum lapse of time between the end 
of one 30 cycle tone and the begin- 
ning of the next set at 1% seconds. 
The duration of the film advance 
impulse was timed at one second 
minimum and 1} seconds maximum, 
with 1/10th second maximum lapse 
of time between 30 and 50 cycles. 

The recommendations also include 
standardization of stylii for three 
types of records and a universal re- 
producing stylus which plays all 
three. The 30-50 cycle system must 
have a continuous 50 cycle tone 
throughout the entire length of the 
groove, except where 30 cycles are 
present. The standards also call for 
inclusion of the 50 cycle not only in 
the regular grooves but also at the 
very start of the spiral. According 
to another recommendation, narra- 
fion or music should not start until 
the spiral turn plus two full regular 



























































































turns has passed under the repro- 
ducing stylus. 

In order to provide a realistic form 
of reference for those items in the 
new standards which are based on 
tolerance in amplitude and wave- 
form distortion, DuKane prepared a 
new, master standard record, which 
has been made available to the in- 
dustry. 

The 331% rpm record consists of 
five bands: 

e 50 cycle only, outside groove 

e 30 cycle only 

e 50 and 30 cycle, 10 tone repeats 

e 50 cycle plus 30 plus narration 
with 21 tones repeated 

e inside groove to 30 cycles. 

The recommended standards are 
included in an 11-page booklet, “The 
30-50 Automatic Sound Slidefilm 
System,” which is available at no 
charge through DuKane Corp. 44 


TV Commercial Combines 
Art, Animation, Action 


A 30-second tv commercial com- 
bining stylized art and props, anima- 
tion and live action in single frames 
has been created by McCann-Erick- 
son’s television department, for Eti- 
quet deodorant. 

An animated clock drawn in white 
ink gives the film continuity, ticking 
off the hours of the working day and 
occasionally making appropriate 
faces at an attractive young model. 
She is first seen typing, then being 
admired in the office by a young man 
and finally dancing with the chap. 

The scenes are highly stylized, 
using white props and a floating ef- 
fect that gives a light, uncluttered 
appearance. An unusual feature 
shows the girl’s office skirt and 
blouse dissolving into a white ball 
gown as she rises from her typist’s 
chair to dance. Meanwhile, her part- 
ner’s business suit is changing into 
a tuxedo. The typewriter, table and 
chair disappear, as a gracious white 
chandelier—actually a paper cut-out 
—materializes to set the ballroom at- 
mosphere. 44 





© AUTO SERVICE 

e BANKS 

© SAVINGS and LOAN 
e BREWERIES 


Write, wire, phone for details, NOW 


A.V. CAUGER SERVICE, inc. 
Television Commercials 
Phone CLIFTON 9390 
10922 WINNER RD. — INDEPENDENCE, MO. 





. for more details circle 366, page 93 


440 Advertising Managers 


requested further informa- 
tion about products or serv- 
ices mentioned editorially in 
a recent issue of AR. 


AR GETS 


Avid Readership 
Avid Response 





Produced from story board 
to release print in 48 hours! 
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FILMACK 
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When time counts, 
you can always 
depend on Filmack 
for speed and “| MMM )* Aaa 


quality too! 

You'll be pleasantly surprised 
at our very modest prices for 
stop-motion films! 

Let us quote on your next TV Film Spot. 


wie! FILMACK STUDIOS 


. for more details circle 380, page 93 
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Under one roof in a spacious new building are 
gathered the best in ideas, materials 

and data for architects, builders 

and home buyers. 


PORTFOLIO FOR 
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IN WASHINGTON 


How the National Association of Home Builders created a “showcase” for 


its industry, incorporating a concept of supervised exhibits and specific 


controls to insure best results for exhibitors. 


By Stanley E. Cohen 
AR Washington Editor 


When the National Assn. of Home 
Builders faced the need for a new 
Washington headquarters, it decided 
to plan the project on a grand scale. 

Instead of renting a suite in a fash- 
ionable office building, or buying and 
remodeling an old brownstone house, 
as many associations have done, 
NAHB decided to create a head- 
quarters which would be more than 
mere working space for the trade 
association. 

The association's new National 
Housing Center, recently opened in 
a carefully planned fanfare of na- 
tional publicity, is an eight-story 
building, which has the advantage 
of being a public relations project as 
well as a sound business investment. 

In planning the Housing Center, 
the association felt a need for a 
“showcase” for the industry—a cen- 
tral place where builders and their 
suppliers could demonstrate what 
their industry is, what it is achieving 
and what is ahead. 


>In its final form, the Center is 
equipped to serve the industry in 
many ways. Among its features are 
meeting rooms, an auditorium, a 
well-equipped press room and a pro- 
fessionally staffed reference library, 
which will eventually have the 
world’s finest collection of informa- 
tion important to builders, archi- 
tects, manufacturers, researchers, 
writers, engineers, planners, govern- 


ment agencies and others concerned 
with building. 

Only two floors are used by the 
association. While portions of the 
other six floors are devoted to various 
service features which are housed in 
the building, most of the space on 
five floors is available for lease for 
exhibits by suppliers and others who 
have a message for manufacturers, 
builders or the home buying public. 

By opening day, Oct. 3, about 70° 
of the exhibit space on four floors 
had been leased to more than 100 
firms, including some of the biggest 
names in the trade. The opening it- 
self was spectacular, with Vice- 
President Richard Nixon topping the 
guest list. By fortunate coincidence 
the event was particularly news- 
worthy because a delegation of visit- 
ing Russian building experts, the 
first to come here since before 
World War II, accepted an invitation 
to start a four-week tour of the U. S. 
building industry by attending the 
dedication. 

The Housing Center is a $2.5 mil- 
lion building located conveniently 
between two of Washington’s most 
popular hotels, The Statler and The 
Mayflower. Exhibitors have been 
promised that every effort will be 
made to make the Housing Center 
one of the attractions of the nation’s 
capitol. 


> Vigorous efforts are being made to 
reach the trade and allied professions 
through the information facilities of 
the association. In addition, exhibi- 
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Typical Exhibit . . . Island-type exhibits 
in National Housing Center are unat- 
tended, must tell complete sales-story by 
themselves. Method allows visitors to cir- 
culate around all four sides of exhibit, 
encourages ‘‘walk-in’’ and ‘“‘walk- 
through” type of design. Lines around 
base mark standard space units which 
are basic measurement in leasing exhibi- 
tion space. 


tors are being urged to publicize the 
Housing Center in their newspaper 
and broadcast advertising, and the 
Center itself is using advertising to 
reach the nearly 4,000,000 tourists 
who visit Washington annually. 

The Center is a modification of a 
similar idea which has been tried 
successfully in Europe. It tries to 
bring together under one roof and 
in the most attractive form the ideas, 
materials and data that will enable 
architects to plan, builders to con- 
struct and home buyers to select the 
best and most suitable home building 
components and services that Amer- 
ican productivity can offer. 

The exhibitors, who after all are 
paying for the upkeep of the Hous- 
ing Center, are warned that they 
should always keep in mind not only 
the kind of audience the exhibits 
must satisfy, but also the particular 
attitude of the audience. 

While the exhibits must be suffi- 
ciently technical to be meaningful to 
professional and trade people, they 
must also be understandable to the 
layman who will stop at the Center 
in order to see what is new in the 
way of features for the “dream” 
home he may be contemplating. 


Lighting 


Planners of the Housing Center 
took pains to make it a distinctive 
opportunity for the exhibitors. Light- 
ing was engineered so that 80’ and 
90’ candles are evenly distributed 
throughout the exhibition space, 
providing so much light that motion 
pictures can be taken without special 
lighting. Lighting on the main floor 
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is so intensive that a passerby look- 
ing through the front window can 
see deeply into the room, and per- 
haps be tempted to step in and ex- 
amine the displays. 


Information 


Visitors entering the building pass 
the main information desk. Here they 
may secure information on the loca- 
tion of specific exhibits, or they may 
obtain product literature or register 
requests for manufacturers’ data. 


Exhibits 


The lower level and the first and 
second floors are integrated into one 
huge open well or display area. Other 
floors are reached by elevators. 

From the early stages, the Center 
was determined that the exhibits 
must be more than the familiar show 
type. To make the most of the 
space, and to meet the varying needs 
of the professional people and lay- 
men who would be visiting, it was 
determined that exhibitors would 
have to submit to a general plan 
developed and administered by the 
Center’s advisory committee. 

Under this plan, almost all exhib- 
its are island units, with all four 
sides used for display purposes. 
While this admittedly is a less fa- 
miliar and somewhat more costly 
technique, the Center is convinced 
that money invested in carefully 
planned “island” displays is well 


Housing Center Planning . . 


spent, and will ultimately prove pro- 
ductive. 


Exhibit space is rented in units of 
16 square feet of floor space and the 
air above to the ceiling for a three 
year term. Any number of units may 
be leased “to meet legitimate display 
requirements,” but the Center man- 
agement reserves the right to limit 
the total and the number that may 
be arranged in a single row or any 
other given form. Exhibitors are re- 
quired to change their display at 
least once a year. 


>To maintain the “open” effect 
throughout the large exhibit halls, 
the Center bars any exhibit plan 
which interferes with the normal cir- 
culation of visitors, or hinders visi- 
bility to the advantage of one 
exhibitor or group of exhibitors. Dis- 
play structures must not begin at a 
point less than 18” from the floor, or 
extend upwards more than 7’ from 
the floor. (Ceiling height is 8'6”.) 
Exceptions are made where the 
products, by their nature, must rest 
on the floor. When plans for an ex- 
hibit are screened by the advisory 
committee, planners are reminded 
the exhibits will be seen at close 
range, since aisles are as narrow as 
4’ in some places. 

Exhibitors are told that their pres- 
entations will not be competing 
fiercely for attention, as they might 
in a shortlived public or trade show, 
since visitors supposedly will come 


. Illustration 1 shows National Housing Center display 
placed diagonally on floor layout grid. Shaded portions in Illustration 2 show how 
space cost is computed. Space cost display in Illustration 3 (an expanded version of 
Illustration 1) is computed as shown in Illustration 4. This type of planning is designed 
to result in greater interest for the visitor and more effectiveness for the exhibitor. 





seeking information. A special port- 
folio which has been published by the 
Center to assist designers and build- 
ers of exhibits cautioned: “The de- 
signer who best communicates facts 
about the appearance, operation, in- 
stallation and availability of a prod- 
uct, and who does it at the intel- 
lectual and professional level of this 
particular audience, will have 
achieved the best results for his 
client. 

“Gaudy exhibits or exhibits that 
obviously try to call undue attention 
to themselves by resorting to exces- 
sive competitiveness or other evi- 
dences of bad taste will not be ac- 
ceptable.” 


Special Rules 


While audience participation and 
animation devices are encouraged 
where they enable a visitor to un- 
derstand the function, use or struc- 
ture of a product, the portfolio 
cautions that they should be kept to 
a minimum. Sound may not be used 
except under special circumstances. 

One of the special characteristics 
of the exhibits which makes the Cen- 
ter really unusual is that all the 
exhibits must stand on their own, 
unattended. As part of the leasing 
arrangement the Center maintains 
attendants on all floors of the build- 
ing. While these attendants are 
trained to help visitors find the ex- 
hibit and to explain the product, the 
attendants do not do any selling. 

Leonard E. Rennie, President, De- 
sign and Production Inc., Alexandria, 
Va., who is a consultant to the Cen- 
ter, agrees that the plan is a some- 
what unfamiliar one that may appear 
costly at first glance. He maintains, 
however, that exhibitors are going to 
find that it is not costly, and that 
it is unusually productive. 


> Exhibits in the Center cost far 
more per running foot than more 
traditional exhibits, he concedes, but 
he contends the dollar per running 
foot method of checking prices was 
never a sound device. While small 
units occupying only 4x4’ floor space 
may cost as much to build as a 20’ 
booth, he says, they can contain an 
astonishing amount of information. 

One such unit, beginning 18’ above 
the floor and running to a point 7’ 
above the floor, contains 140 square 
feet of display space without undue 
crowding, while a panel exhibit 
10’x8’ contains only eighty square 
feet, even when the space nearest the 
floor is included. 

Since the exhibits are unattended, 
design is crucial, Mr. Rennie empha- 
sizes. “There is no salesman in the 
National Housing Center except the 
salesman the exhibitor designs and 


builds.” 


While the “island” technique makes 
it possible for small exhibits to carry 
a greater impact without being 
crowded, he warns that they demand 
greater care in development than the 
flat panel type. “It is not enough to 
indicate space for a product and 
space for text. Relationships of one 
to the other and to items nearby 
must be carefully determined so that 
the psychological impact of visual 
relationships works for and not 
against the story,” he says. 

The “island” plan enlarges the 
range of techniques the designer can 
use, but it also offers a challenge 
to the designer. 

“See-through and walk-through 
are important,” says Mr. Rennie. “If 
the designer disregards see-through 
he may produce a show only one side 
of which will be noticed by a visitor. 
If he can’t see that there is another 
side, he may pass on to another ex- 
hibit without getting the entire story. 
Walk-through enables the visitor be 
in “in” an exhibit, surrounded by the 
manufacturer’s message and prod- 
ucts, rather than just to be looking 
‘at’ it.” 44 


CPE Gives Face-Lifting 
To Old Portable Stage 


Harried salesmanagers used to 
facing lethargic audiences with no 
more dramatic help than a bare 
podium will find new portable stages 
by Commercial Picture Equipment 
Inc., Chicago, a help in adding spar- 
kle to their sales messages. 

The new stages can be made with 
traveler drapes, dramatic lighting, 
front or rear projection screens and 
any other accessories needed, getting 
away from the old bare platforms 
limited to drab velour curtains for 
dramatic emphasis. 

Built to specification for purchase 
or rent, there is no size limitation on 
these portable stages. They can be 
ordered as complete Port-A-Stage 
packages from CPE, or the facade 
can be adapted for use with portable 
stages the company may have in use. 

Another advantage of these stages 
is the ease with which they can be 
put-up, the company says. One man 
can handle a 15-foot stage in an 
hour, while the largest portable 
stage built to date, a 40° job, can be 
assembled by four men in an hour. 

Formed of lightweight structural 
aluminum tubing for rigidity and 
strength, the stages may be adjusted 
in size to meet room measurements 
and knock-down into carrying cases 
no longer than 8’ to fit into a taxicab. 


For your copy circle No. 306 on the 
Readers’ Service Card inside back cover. 


3-WAY STRETCH 


for your Exhibit Dollar 
with 
CAPEX 3-POINT SERVICE 


Maximum selling 
atmosphere with 
minimum budget 
strain—that’s the 
CAPEX Prefab 
story in a nut- 
shell. Clean-cut 
modern lines— 
brilliant art and 
lettering—full 
flexibility of 
backgrounds, 
shelves, counter space—these CAPEX 
Prefab features mean prospect-pulling at- 
tractiveness. Add easy, quick set-up and 
take-down, and much lower shipping 
costs; you’ll know why more than 1500 
companies, large and small, have used 
more than 2000 CAPEX Prefabs. They'll 
do a fine job for your Exhibit selling, too. 


* 

An engineering 

triumph giving 

you solid con- 

struction plus 

packaged conve- 

nience—that’s 

the CAPEX 

“Ship’n Show,” a 

complete Exhibit 

designed in wood 

in one case to be 

compact, rugged, 

and light. Spin off a tew thumb nuts, and 
open—you’re set up. Close, spin back the 
thumb nuts—and off you go! Smart mod- 
ern designs spotlight selling features: 
copy, photos, translites, artwork. Eight 
basic designs to choose from—unlimited 
special treatments possible. Save time 
and money with CAPEX “Ship’n Show” 
—a packaged powerhouse of selling back- 
ground! 


Fea 


* 


At last! Individu- 
alized Exhibit 
Drapes in practi- 
cal quantities—at 
practical costs! 
Order as little as 
40 yards of CAP- 
EX “Logo Show- 
d drapes,” made of 


ehow- rapes fire-proof, easy- 
® 4 to-clean Fiber- 

glas, colorfully 
processed with your own logo, trademark 
or other special design. There’s a wide 
range of attractive colors to choose from. 
For sales-room or show window, as well 
as Exhibit booth back-grounds, “Logo 
Showdrapes” are a natural. Order them as 
yardage, or as made-up drapes to order, 
complete with hardware. 

* 

Call your CAPEX man (located in most major 
centers) for detailed data on CAPEX 3-Point 


Service—or write direct on business letterhead. 
* 


Capex Company, Inc. 


615 South Boulevard, Evanston, Illinois 


pex 


. for more details circle 365, page 93 
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MONSEN 
Black-on-White 
Impressions 

are clean, sharp, 
smear resistant, 
always square. 


MONSEN 
Transparent 
Impressions... 
excellent for 
conversion from 


letterpress to offset. 


MONSEN 
Trans-Adhesive 
Impressions... 
the perfect answer 
to many paste-up 
problems. 


MONSEN 

proofreaders are skilled 
specialists. They give the 
final check that assures 
typography as perfect as 
men, metal and machines 
can make it. 


7 


e 


MONSEN 
ad reprints, 
letterpress, 


MONSEN 

gives you personalized attention. 
You are assigned a personal 
offset... Account Service Man 

produced by S ... always at your service 
master SS in the plant. 

crafismen in 

three 

specialized 

departments. 


MONSEN 

offers more than 
40 foreign types 
... and experts to 
set them from your 


translation. 
MONSEN 


maintains over 750 
type styles in mono, 
lino and foundry. 


pography—(y mail 2 


MONSEN 

specializes in “‘in today—out 
tomorrow”’ service for 
out-of-town clients ... and pays 
the postage both ways. Ask for 
our “Type by Mail’ Kit. 


MONSEN 

starts your jobs “right now’. . . whenever 
they arrive, day or night... and they 
move fast. You can depend on Monsen 
craftsmanship and service to give you 
what you want when you want it. 


whatever your typographic problem 
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eae fxs SS eee ee TT 


MONSEN-CHICAGO 


¢ Please send me the Monsen Type Caster that makes copy scaling easy. 
22 East Illinois Street, Chicago 11 


SU pe rior 7-1223 


MONSEN-LOS ANGELES 
928 South Figueroa St., Los Angeles 15 
TRinity 8754 
MONSEN-WASHINGTON, D.C. 
509 F Street, N.W., Washington 1, D.C. 
NAtional 8-1900 
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advertising typography 


In this article, the first of a series, typog- 


rapher Hopper analyzes display typefaces 
used in national magazine ads. 


By A. Raymond Hopper 


Is typography at the crossroads? 

Certainly, there is no clear trend 
apparent now. The preponderance of 
full-page advertisements has display 
in Gothics and sans serifs . . . but 
that’s nothing new! The rest of the 
pages remind one of the man who 
galloped off in all directions. Indeed, 
reading between the lines (of display 
type, of course) one is impressed 
with a picture of a world of adver- 
tisers’ production men mentally 
seething and churning to bring forth 
anything . . . even if only a mouse 

. so long as it is different. 

For several months, I have been 
scanning the pages of a cross-section 
of publications. The most obvious re- 
sult has been to become aware that 
there is, so far, no single answer that 
can be arrived at by simple tabula- 
tion. The proverbial three-ring cir- 
cus was only a toy compared with 
the multifarious spectacle of modern 
advertising typography. The picture 
in one part of the advertising field 
is not necessarily the same in every, 
or indeed any, other. 

It is not required, and in fact not 
advisable, to stipulate every specific 
typeface used, as in families whose 
members differ from each other only 
in weights and widths. A trend ‘to- 
wards Caslon, to illustrate, would 
inevitably be reflected by all Cas- 
lons. For the purpose of discerning 
direction, no distinction can be made 
between Linotype, Intertype, and 
American Futura or Spartan; then, 


why between individual sans serifs? 
Therefore, so far as possible, only 


families or styles of type have been 
tallied. 


>Of over 300 full-page advertise- 
ments (and only these were count- 
ed) during two whole months in a 
publication dealing exclusively with 
advertising matters, the display type 
used in 43142% was a Gothic (and %& 
of that number was some member of 
Bauer’s new Venus family, generally 
the Extrabold Extended). The term 
Gothic, as used in this article, in- 
cludes such faces as the Alternates, 
Franklins, News, those designated by 
the founders with a number, and 
such commonly known forms. 

Sans serifs accounted for 1642%; 
square serifs, once so popular, only 
344%. Century Schoolbook repre- 
sented a mere 642%, Caslons only 
3%, the American Bodonis 742%, and 
hand-lettering but 742%. 

Now, let’s compare this record with 
that of a couple of strictly women’s 
publications. In one, of 135 full pages 
during a three-month period, 46142% 
had hand-lettered display. Only 
18142% used Gothics, and the same 
percentage sans serifs. The rest was 
made up mostly of single scattered 
uses of Bernhard Tango, Bulmer 
Italic, Deepdene Italic, Weiss Italic 
(remarkable how many advertise- 
ments use italics for display and 
often for the whole text), Kennerley, 
Bernhard Cursive, Baskerville . 
quite naturally all types with a fem- 
inine spirit. 


The other woman’s publication had 
the display of 36% of the full-page 
ads hand-lettered. Only 20% used 
sans serifs and 25% Gothics, and a 
full fifth of the latter were Bauer’s 
Venuses. In fact, the vogue for this 
family everywhere was almost the 
only noticeable movement in any di- 
rection. The Bodonis in this publica- 
tion were down to 6%, as were the 
Century Schoolbooks, and every 
other type was found only once or 
twice. Indeed, all of the evidence so 
far indicates that, while the Bodonis 
are not at all dead, they are certainly 
no longer king. 


> Also, it is good to see the growing 
appreciation for the Bauer version of 
Bodoni. It is little likely that this will 
ever rival the T-square-and-triangle 
Bodonis we all grew up with, but 
their greater softness, grace, and 
“feeling” (whatever that is), so much 
more like the original Italian Bodoni 
of the early 19th century, make them 
an entirely different breed of cats. 
And now, having patted the tradi- 
tional “you” on the head, let me 
mention a couple of “peeves.” One 
is with the frequency that lower-case 
heading was literally falling apart 
because of excessive letter spacing. 
Why this should be done is hard to 
understand, since it usually lessens 
readability. The only safe rule is not 
to letter space any lower case. Like 
all rules, it can be broken upon oc- 
casion, but before you try it you’d 
better be sure you’re good enough. 
The other irritation was at the 
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hand-lettering. The consumer papers 
reeked with it . . . you’d think type 
was still unknown. Hand-lettering 
ranged from carelessly brushed-on 
packing-case marking on an adver- 
tisement lavishly and expensively 
done up in fine color photography 
and reproduction, to much that was 
so nearly like readily available types 
that only an expert could detect the 
earmarks. 

Is it deemed that this will influence 
the public in any way at all? Prob- 
ably more money than thought was 
expendable! 


> An astonishing devotion to hand- 
lettering, for some unknown reason, 
was discovered in the home maga- 
zines. In the 137 full-page ads of 
one such publication, the Gothics 
took 30%, the sans serifs 1442%, and 
the Bodonis 712%, but hand-lettering 
accounted for 43°. The 5% remain- 
ing was made up of Beton Extra 
Bold, Bulmer Italic, Bauer Bodoni, 
Cheltenham Bold, Century School- 
book, Caslon .. . nothing to be ex- 
cited or alarmed about there! One 
curious phenomenon, though, was 
that sans serifs were used 18 times in 
one issue, only once in another. 

Now, let’s get back to a couple of 
other categories. Take the general 
weeklies, such as the Saturday Eve- 
ning Post and Life. In 244 pages of 
SEP, hand-lettering took 3242%; in 
238 pages of Life, only 31%. SEP had 
29% in Gothics; Life had 27%. A 
slight break showed in the sans serifs, 
where SEP had 144%% and Life 
1742%. The Bodonis were neck-and- 
neck, 844% for SEP and 8% in Life. 
Even Century Schoolbook ran 442% 
in SEP to 644% in Life. 

But it was where typefaces were 
used only once, or a very few times, 
that the chief interest really lay. For 
instance, out of 482 full-page ads in 
the two publications, Garamond ap- 
peared as display only once in each 
magazine. Square serifs were found 
once in one and twice in the other. 
Obviously, these two old friends, who 
once starred so brightly, have passed 
their day. Even the Caslons do bet- 
ter. SEP sprinkled a couple of Cor- 
vinus Mediums, three Bulmers, an 
Onyx and a Balloon through its 244 
pages, and Life had a Bulmer Italic 
and a Bauer Bodoni in its 238 pages, 
and (bless its little heart!) five Chel- 
tenham Bolds for auld lang syne... 
“but what are these among so 
many?” 


>One category remains, and that 
was full of surprises. Nearly 800 full- 
page ads in the business weeklies 
were tabulated. Considering the na- 
ture of the audience, one would ex- 
pect a rather pragmatic selection of 
faces. Yet, though there were only a 
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few of each, the variety was aston- 
ishing. It included such types as 
Ludlow’s Eusebius and the Radiants; 
Bauer’s Stradivarius, Bodoni, and 
Betons; Monotype’s Flash; ATF’s 
Bernhard Modern Roman and Gothic 
Heavy, Stencil, Balloons, Bulmer, 
Copperplate Gothic, Onyx, and 
Lydians. 

Typewriter types had been blown 
up to display size. Bank Gothic, 
Times Roman, Light Litho, Cloister, 
and Medieval were represented. 
More than 4% of the ads featured 
Caslons, and over 8% the Bodonis. 
Century Schoolbooks, surprisingly, 
lagged with only 344%. The Chelten- 
hams had as many as the Century 
Expandeds and Garamonds, 14% 
each. Another surprise, in view of 
their small showing elsewhere, was 
that square serifs accounted for 4%. 

However, the bulk of the ads fol- 
lowed the pattern of other types of 
publications. Twenty-five percent 
displayed the sans serifs, and the 
same number was set in conventional 
Gothics. But to these must be added 
614% which featured Bauer’s re- 
markably popular Venuses. 

In fact, the leaning towards the 
Venuses (especially the Extrabold 
Extended) is strongly evident also in 
the editorial portions of nearly all 
magazines. 


>In going over the material for this 
survey, a curious thing occurred to 
me. Often a given advertiser will 
stick to the same face for quite a 
while. If the object is to establish 
identification, it is a laudable am- 
bition long practiced by many nota- 
ble advertisers. But just as the iden- 
tification seems to be achieved, he 
gets sick of the face himself and 
chooses another! 

Excepting the business weeklies, 
with their remarkable diversification 
of typefaces, the meager variety in 
the others was disappointing. A sin- 
gle issue of Better Homes & Gardens, 
for instance, may have only six 
classifications of type; even in Life 
an issue may have only 10 or 12; and 
similarly for the women’s magazines. 

As against this seeming stagna- 
tion, it is refreshing to scan book 
publishers’ activities, as demonstra- 
ted in The New York Times Book 
Review, for instance. Here, in a sin- 
gle issue, is a two-page ad headed in 
dear old Cooper Italic; a page dis- 
playing Lydian and its Italic; an- 
other with Ludlow’s Radiant Heavy; 
still others in Bauer’s Weiss Initials 
Series III and ATF’s Balloon Bold. 
Smaller ads feature Corvinus, Coop- 
er Black, Bookman, Antique Shaded, 
Weiss Roman Bold, Lydian Cursive, 
Onyx, Ultra Bodoni, Metropolis Bold, 
Neuland, and many others new and, 
especially, old. 


> Much has been written, for some 
time past, about the growing demand 
for extended types. Well, they’re 
definitely in evidence, but narrow 
faces, especially in the Gothics and 
certain condensed standard Romans, 
have not been routed. They still have 
a commanding position on the stage. 

The Gothics and sans serifs are 
plainly dominant, while square serifs 
are in only scattered use. Whether 
these can make a come-back later is 
anybody’s guess. Bodonis and Gara- 
monds, once in top billing, are now 
only “also-rans.” There is a plethora 
of hand-lettering, much of it excel- 
lent and beautiful, but far too much 
that does little credit to artist or 
advertiser. 

And there is no clear indication 
yet which way typographic display 
is moving. 44 


Promotion Is Based 
On Flood Conditions 


Good timing was the basis for a 
unique promotion by the Society of 
Automotive Engineers Journal when 
it offered free space in its October 
issue to 30 manufacturers in the New 
England flood area. 

The purpose of this space was to 
inform 22,000 men of the automotive 
and aeronautic industries of the ex- 
tent of the damage received by each 
company and the date full production 
would be resumed. 

Twenty of the 30 companies con- 
tacted accepted the offer—10 of whom 
were not previous advertisers with 
the Journal. 

Run in a special advertising sec- 
tion of the October issue, each 10x13” 
page represented three or four com- 
panies. Starting with the company’s 
name in bold type as a headline, the 
not-more-than-60-word messages 
were in smaller type. Each ended 
with the company’s location by town 
and state. 

Following are typical messages: 

e Torrington Co. ... The plants of 
the Torrington Co. were undamaged 
by the recent flood in the Naugatuck 
Valley. The company lost about a 
week’s production due to the loss of 
power, and shipments were delayed 
for a few days. 

© Wyman-Gordon Co. ... Now back 
in production. Worcester Forging 
plant had 7 to 9’ of water from 
backed-up surface sewers. No dam- 
age to buildings. Comparatively lit- 
tle delay in shipments to customers. 
e American Brass Co. . . . Severe 
damage occurred in many production 
departments at Torrington, Water- 
bury and Ansonia. Clean-up and re- 
juvenation are progressing faster 
than expected. Motors need rebuild- 
ing and machinery must be dis- 





TO AUTOMOTIVE CUSTOMERS 
of Sterm-Ravaged Eastern Suppliers 


suppliers. Their normal, effective ice to the automo 
and seronautic industries is temporarily crippled. 


SAE JOURNAL is privileged to be # communication channel for the 
following wessages to its more than 25,500 readers in these 
industries. 


* Naugatuck Chemical Division 
United States Rubber Co. ..... . es ant 


SAE Promotion Page . . . A typical exam- 
ple of a page giving ‘‘after-flood’’ mes- 
sages. The companies listed in this pro- 
motion reached more than 23,500 readers. 


mantled, cleaned and reassembled. 
e Chase Brass & Copper Co... . 
Damage to our Waterbury mills, 
roughly estimated at 24% millions, is 
rapidly being repaired. Remarkable 
progress toward recovery is being 
made daily. Our two brass mills in 
Cleveland are helping to relieve the 
situation. 

Besides the general good this serv- 
ice supplied to the stricken area, the 
SAE Journal feels the good will es- 
tablished between the magazine and 
prospective, as well as established, 
advertisers will more than repay the 
cost of running the announcements. 

44 


New “Type Faces” Catalog 
Ready For Distribution 


The tenth edition of “Type Faces” 
is now available from The Compos- 
ing Room Inc., publishers of the 32- 
page catalog. 

Newly designed by Aaron Burns, 
the catalog is reported to be espe- 
cially noteworthy this year, with a 
handsome cover and a white plastic 
binding that enables the pages to lie 
flat when opened. 

Printed in four colors and var- 
nished, the catalog contains 426 faces 
with over 2,700 sizes noted. New this 
year are several imported faces in- 
cluding Standard (in light, regular, 
medium and bold) and Venus Ex- 
tended (in light, medium, bold and 
extra bold) in a complete range of 
sizes. 

Copies may be obtained by writing 
a request on company letterhead to 
The Composing Room Inc., 130 West 
46th St., New York 36. 44 


New Flexowriter 


Uses Cards, Tape 


A new automatic typewriter which 
reads edge-punched cards or 
punched paper tape and automati- 
cally prepares documents and by- 
product tape for data processing has 
been developed by Commercial Con- 
trols Corp. (Rochester, N. Y.). Called 
the Programatic Flexowriter, the 
new machine serves both for prepar- 


changeably. Cards, for example, can 
be prepared automatically from pre- 
viously edge-punched cards or 
punched tape, or they can be pre- 
pared by operating the keyboard 
manually. 

As cards are edge-punched, self- 
adhering labels can be typed for card 
identification, or the labels can be 
typed from the punched cards them- 
selves. When data required in master 
records become too lengthy to record 
on edge-punched cards, tape can be 





used. 
Additional information on the new 
machine is available. 


For your copy circle No. 309 on the 
Readers’ Service Card inside back cover. 


ing the master cards and tape and 
reading from them for finished copy. 


Completely flexible, the new ma- 
chine can use tape and cards inter- 
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learn somethin’!’”’ 


Even many ‘‘old timers'’ who have been purchasing 


type composition for years are amazed when they 
see their first Warwick Fotosetter* proof. 


Because Photographic Reproduction Proofs of type- 
setting produced on Warwick's Intertype Fotosetters 


are sharp—sharp—sharp ... your printed material 
will be of a higher quality. 


The old bug-a-boo of ragged type reproduction in 
a finished printed piece is largely removed at its 
source by this revolutionary new method. 


Convince yourself .. . write today for free sample of 
a Photographic Reproduction Proof produced on 
Warwick's Fotosetters—examine it under a glass and 
compare with any reproduction proof produced by 
the metal type and ink method ... you too will be 
amazed at the difference. 


* Trade Mark Reg. Intertype Corp. 


WARWICK TYPOGRAPHERS, INC. 


Dept. F-36¢ 920 Washington Avenue « St. Louis 1, Mo. 


Warwick Serves Clients 
in 40 States, Canada, 
Mexico and Cuba. 
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Do it yourself with 


... the only paper type 
mounted on a wooden stick 
for easy use. 

SET EVERYTHING 


Anyone can set headlines and body 
text for ads, printed pieces of all 
kinds. 


QUICKER, EASIER 


Aligns automatically to straight 
edge, spaces by eye, no spacing be- 
tween characters necessary. 


COSTS LESS 


Each stick contains up to 62 differ- 
ent characters in pads of 50 each— 
3000 characters in all. 


COMPLETE FONTS 
$2.25 to $11.25 


WRITE FOR 
CATALOG Showing 
300 Type Faces 


PRESTO PROCESS CO. guchester NY. 
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YOU MAY NOW HAVE 
BULLARD’S * 
ALPHABETS 


t 
INDISPENSABLE TOOL FOR ; 
LAYOUT MAN ° TYPE a 


PRODUCTION MAN—ON A 


> 


10 DAY FREE TRIAL ¢ f 


This sensational type users’ tool—now yours 
on FREE TRIAL. Proved by use in thousands 
of shops and offices as the ONE type book 
that keeps all the others on the shelf! 536 
12x9 looseleaf pages—2200 faces, 4 to 144 pt 
—Lino, Mono, Ludlow, Foundry, photolettering, 
etc. Meets EVERY need of admen, artists, 
printers, layout men. Write Dept. AR now. 


POM da 


Naa A ais a aL) Pe ae Le 


150 VARICK ST. NEW YORK 13, N Y. @ AL 5-1770 
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To sell advertising supplies, 
products or services 


pre-sell the 
advertising manager! 


Advertising Requirements 


reaches more advertising 
managers than any other ad- 


vertising publication. 


78 ¢ ar * December 1955 





Century Expanded 


abedefghijklmnopqrstuvwxyz 


abcdefghyuklmnopgrstuvwxyz 


Century Schoolbook 


abcdefghijklmnopqrstuvwxyz 


abcdefghijklmnopgqrstuvwxyz 


The Name’s Not the Thing 


Type Director Warns, Don't be Misled— 
‘Expanded’ May Not Mean Quite That 


By M. F. McGrew 

Type Director 

Ketchum, MacLeod & Grove, Inc. 
Pittsburgh 


Century Expanded and Century 
Schoolbook have recently gained 
considerable favor with advertising 
typographers, probably because their 
plain, simple readability works well 
with the severity of the popular 
gothics, grotesques, Clarendons, etc. 

The first face of this dynasty was 
Century Roman, designed in 1895 for 
the printers of Century magazine. 
The intention was to create a face of 
greater legibility, avoiding the weak- 
nesses of the nondescript types com- 
monly used for body matter in that 
period. 

Century Roman accomplished its 
purpose, but as it had some faults 
of its own, a modified version was 
brought out five years later, under 
the name of Century Expanded. A 
later adaptation, around 1920, was 
named Century Schoolbook, as it was 
intended for schoolbooks and other 
children’s books. Still another modi- 
fication, Century Oldstyle, is seldom 
seen now. 


> Some of the layouts in which Cen- 
tury Expanded is now used raise the 
question as to whether the artist or 
type man may have been fooled by 
the name “Expanded.” The face is 
expanded only in relation to the 
original and now entirely obsolete 
Century Roman. 

Actually, Century Schoolbook is 
generally a little wider than the face 


that calls itself “Expanded.” Mono- 
type composition sizes run consist- 
ently wider, while slug machine and 
the larger hand-set sizes average 
about the same. However, the Ex- 
panded is a trifle larger and more 
loosely fitted face in corresponding 
point sizes, so Schoolbook can really 
be called a proportionately wider 
face, even though the difference is 
slight. 

Century Schoolbook is a later and 
more carefully designed face, with 
more even tone and a little less 
plainness. While Century Expanded 
has its place, it should not be used 
merely on the false assumption that 
it is more expanded than its cousin, 
Century Schoolbook. 44 


Type Trends Reported 


In Linotype Leaflet 


“Type Faces At Work,” a leaflet 
reporting on trends in type prefer- 
ences, is available from the Mergen- 
thaler Linotype Co., Brooklyn. 

Containing factual data from a 
study of the annual Textbook Award 
winners of the American Institute 
of Graphic Arts, the leaflet reports 
the ranking Linotype faces of the 
past 15 years and also gives a brief 
summary of the 10 most popular type 
faces of 1955. 

The award winning books listed 
in the “Type Faces At Work” leaf- 
let range from paper backs to dis- 
tinguished limited editions. 


For your copy circle No. 318 on the 
Readers’ Service Card inside back cover. 





How to 
Promote a 


Ten-Cent 


GADGET... 


A catchy name and “big story” treatment trans- 
formed a little-known premium item into one of the 
favorite kitchen tools of the American housewife. 


By John C. Swift 
General Sales Manager 
White Cap Co. 
Chicago 


Have you heard of the lid flipper? 

Chances are that your wife has, 
and if she owns one, it’s likely she’s 
been flipping her lid over it. 

The lid flipper is a new ten-cent 
opener for the pry-off caps used on 
glass packed food. In fact, it makes 
glass containers with pry-off caps 
the easiest of all food containers to 
open and reseal. 

When the opener was introduced 
last year, the White Cap Co., which 
does not manufacture or distribute 
the item—although its engineers de- 
veloped the design—made certain 
it was treated as a “big story” by 
newspapers, magazines, and radio 
and television stations all over the 
country. We had good and sound 
reasons for our actions. 

Consider for a moment that some 
three-and-a-half billion glass food 
containers with pry-off caps are sold 
each year, and that the White Cap 
Co. produces most of the caps used. 
That’s a lot of caps. 


>As the use of pry-off caps in- 
creased through the years, our com- 
pany became more and more con- 
cerned over the fact that the con- 


sumer lacked the proper tool to lift 
the caps. We felt that just as the tin 
can and carbonated beverage bottle 
have the benefit of special openers, 
so should the glass food container 
that is sealed with a pry-off cap. 

Our thinking, however, went be- 
yond merely providing the home- 
maker with a valuable kitchen tool 
and beyond increasing our prestige 
in the industry. 

We knew that the story of the im- 
portance of vapor-vacuum sealing 
and of pry-off caps to food protec- 
tion had never been told adequately 
to the American housewife. We felt 
that in promoting the lid flipper, we 
would be able to broadcast the big- 
er, and to us more important, mes- 
sage about our food protection proc- 
ess and the closure that makes it 
work. 

We were aware that the White Cap 
Co. was unknown to the average 
consumer. Our dealings had been 
entirely with food packers. We 
therefore searched for methods of 
communication to the consumer and 
selected public relations working 
hand in hand with our advertising 
program as a means of telling our 
story. 

Our lid flipper public relations 
program is aimed primarily at two 
groups. One consists of the millions 
of consumers who buy vacuum 


sealed glass containers of food every 
day without fully understanding the 
need for pry-off caps. Using the new 
lid flipper as a wedge, we are able 
to project a message on the impor- 
tance of vapor-vacuum sealing to 
food protection. 


>The second group is made up of 
people engaged in food packaging. 
We knew that by increasing con- 
sumer acceptance of our type of 
closure and by making known to the 
trade that this was our objective, we 
would be performing an important 
service to the entire industry. 

Our objectives, then, were three- 
fold: 

e To alert the public to the opener 
and its use. 

e To point out to the consumer the 
importance of the caps and the 
vapor-vacuum process to food pro- 
tection. 

e To tell the food trade what we 
were doing. 

Our public education campaign 
had taken its first big step two years 
ago, when we sent a series of in- 
formative mailings entitled, “The 
Facts About Caps,” to a list of 20,000 
food editors, program directors, 
home economists and other persons. 
As guest editors of these bulletins 
we arranged to have prominent 
home economists—women like Marye 
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Sales Idea #4 by PIONEER 


Qualatex 


ADVERTISING 
BALLOONS 


\ imprinted 
with your message 
as give-aways 
at conventions 


Good Housekeeping 
<= a 
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ANY PROMOTIONS 
ON YOUR AGENDA? 


METAL ARTS OFFERS YOU 
ORIGINAL, DISTINCTIVE, 
ECONOMICAL, METAL 
SPECIALTIES 


METAL ARTS COMPANY 
Dept. 23 ° 742 Portland Ave. 
Rochester 21, N. Y. 
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’ 

It'S NEVER BEEN DONE BEFORE! 
INVISIBLE INK BALL POINT PEN 
MAGIC WRITING KIT 
JUVENILE APPEAL UNLIMITED 
(GROWN-UPS TOO) 

The Greatest Invention Since the 
Advent of the Ball Point Pen 
New—Exclusive 
PAT. APPL. FOR 
For Further Information Contact 
M. D. Keller, Vice Pres. 
WESTERN PEN COMPANY, INC. 
10893 Venice Blvd., Los Angeles 34, Calif. 
VERMONT 9-6131 
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AR Reaches Out... 


to more advertising agencies than any other 
publication. If you sell advertising services, 


equipment or supplies to or through agencies 


AR is All Right... For You 
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Holiday Use . . . Holiday packages often 
are gracious but difficult to get at. Lid- 
Flipper in gift container adds convenience 
to holiday giving. 


Dahnke, director, consumer service 
department, Kraft Foods Co.; Lila 
M. Jones, head home _ economist, 
H. J. Heinz Co.; JoAnn Shurpit 
(Mary Hale Martin), home econo- 
mist, Libby, McNeill & Libby, and 
Mary Meade, food editor, Chicago 
Tribune. 

We developed the lid flipper, in- 
cidentally, over a period of years, 
during which time various designs 
were considered. At one time, we 
distributed free seventy million of a 
smaller version of the lid flipper. It 
was only after considerable research, 
surveys, and field tests, that we were 
satisfied that we had the right 
opener. 

Because our business is not in the 
field of housewares distribution but 
rather in the manufacture of pry- 
off caps, we turned to the nation’s 
housewares leader, Ekco Products 
Co., to make and distribute the item 
nationally, to all possible outlets. 
Ekco, the world’s largest housewares 
manufacturer, recently won an hon- 
orable mention award for its effec- 
tive carding of the lid flipper from 
the American Rack Merchandisers 
Institute. 


>The lid flipper received its color- 
ful and descriptive name in an inter- 
esting way. We had dubbed the 
gadget, “The Vacuum Jar and Bottle 
Opener,” but our public relations 
counsel, Harshe-Rotman Inc., Chi- 
cago, issued releases with leads like, 
“Found: An easy way to flip your 
lid.” Editors hopped on the “lid flip- 
per” idea, and when Ekco field sales- 
men read their firm was marketing 
“a handy little household gadget, 
the lid flipper,” they began bom- 
barding the home office with in- 
quiries. Overnight the “lid flipper” 
name was made official. 


We kicked off our “project lid 
flipper” pr program with a New York 
press party held in the Le Chateau 
of the Savoy Plaza Hotel. As guests 
we had 88 representatives of major 
magazines, newspapers, wire serv- 
ices, and news feature syndicates. 

As they entered, the writers and 
editors were handed a gold plated 
lid flipper and a press book. The 
book contained a release on the in- 
troduction of the opener, a fact sheet 
on the event, the opener and its 
uses, and a story about the White 
Cap Co. Glossy photographs illus- 
strated the use of the opener. 


Jars for Reuse . . . Lid-Flipper capitalizes 
on jars designed for reuse after foods are 
eaten, thus giving food packages extra 
value. 


To impress guests with the impact 
of vapor-vacuum sealing on Ameri- 
can life we covered an entire wall 
of the room with a display of some 
1,000 pry-off capped jars of food. 

On each table were empty glass 
containers, vacuum sealed with 
standard pry-off caps. Opening these 
packages, guests were able to con- 
vince themselves of the efficacy of 
the lid flipper in lifting the caps. 

Charles S. Roberts, our advertis- 
ing manager, made a brief talk that 
explained the lid flipper and its use 
and then, in simple terms, provided 
a few basic facts about vacuum seal- 
ing. He explained that foods classi- 
fied as “perishable” make vapor- 
vacuum sealing mandatory if they 
are to be packed in glass jars with 
their much prized feature of prod- 
uct visibility; that for the “semi- 
perishables,’’ the pry-offs offer 
maximum protection and extended 


shelf life. 


> The meeting was then thrown open 
to questions from the guests, which 
were answered completely by White 
Cap officials present. To our grati- 
fication, intense interest was shown 





in food protection techniques, and 
this session gave us every opportu- 
nity to impress these opinion mold- 
ers with the vital part in food pro- 
tection played by vapor-vacuum 
sealing. 

Although the press conference was 
attended by representatives of mag- 
azines and major wire services and 
news syndicates that service thou- 
sands of individual publications and 
radio and television stations, we in- 
sured proper coverage by mailings 
to other media. 

Our public relations counsel pre- 
pared several versions of the story 
which were slated for different 
groups and sent to appropriate edi- 
tors. Stories for women’s page edi- 
tors described the lid flipper as a 
boon to homemakers. Business 
stories stressed the importance of the 
opener in relation to the ever ex- 
panding use of the caps. Stories to 
trade publications in housewares, 
hardware, supermarket, chain and 
variety store, and other fields “sold” 
the lid flipper as an item with sales 
potential. To the food trade, our 


For Men Only . . . Company promotes 
Lid-Flipper as opener for tobacco jar, sug- 
gests using any empty food jar as tobacco 
container. 


customers, we gave the complete 
story of our public education pro- 
gram. 

Special stories in script form were 
also prepared and distributed to an 
extensive list of radio and television 
commentators. To each script was 
attached a reply card on which the 
commentator could indicate if and 
when the script would be used. In 
this way, we would gauge the effec- 
tiveness of our material. 

Both stories and scripts were il- 
lustrated. The scripts featured matte 
prints for tv use. Illustrations were 
kept simple and to the point: they 
showed how the new lid flipper lifts 
pry-off caps. In most cases, we sent 


two sets of our step-by-step photos 
each. As you may know, there are 
two distinct categories of vacuum 
seal jars—the tumbler type and the 
jar type with a glass ledge to pry 
against. Since the lid flipper opens 
both, the two series of pictures cov- 
ering both kinds proved effective. 


> The initial acceptance by editors of 
the opener, and more importantly 
of the story behind vapor-vacuum 
sealing, strengthened our conviction 
that we were definitely on the right 
track in utilizing the lid flipper as a 
public relations device. 

What we perhaps did not expect 
was the personal interest taken by 
the public opinion shapers. Editors 
with such influential publications as 
Woman's Home Companion, The 
American Weekly, American Home, 
and Family Circle wrote personal let- 
ters saying they had tried the lid 
flipper and liked it. They, and editors 
of magazines like House and Garden, 
Good Housekeeping, Parents’, and 
Woman's Day, treated the lid flipper 
editorially. 

The initial publicity results in the 
consumer press, in the form of news- 
paper and magazine clippings and 
tv-radio reply cards, were not al- 
lowed to rest on their laurels, so to 
speak, but were put to work. The 
trade was kept up to date on the 
progress of the program. Publica- 
tions in the food, chain and variety, 
hardware, housewares, canning, glass 
and packaging fields received releases 
telling of the excellent acceptance of 
the lid flipper by the consumer press. 

Later, our advertising agency, H. 
B. Law, Inc., worked with our public 
relations people to produce an exten- 
sive report, entitled, “Suddenly .. . 
Caps have become Big News!” for 
distribution to the food trade. Now 
packers could see for themselves the 


ony 


The Gadget Lid-Flipper received 
award from American Rack Merchandiser 
Institute for card showing opener lifting 
cap from jar of food. 








PRODUCTS 
* 
TRADEMARK 
% 
SERVICES 


Pint-sized and appealing in three colorful 
dimensions this miniature lion opens 
mouths for Jell-O wherever he's seen. 
SEBASTIAN MINIATURES (®) can do the 
same for your company or client. Custom 
designed and carefully manufactured they 
are unique sales promotion tools... ideal 
anniversary souvenirs . the perfect 
Christmas gift in the best of taste. 


For FREE SAMPLE FIGURINE 
and illustrated brochure write on 
your letterhead to: 


Prescott W. Baston, President 


SEBASTIAN STUDIO, inc. 
Marblehead, Massachusetts 
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A GOOD-WILL “GIVE-AWAY” 
CUSTOMERS WILL KEEP— 
YET COSTS ONLY PENNIES 


MILE-O-DIAL 


COMBINES ATTRACTIVE GREETING 
CARD AND GAS MILEAGE 
CALCULATOR—ALL IN ONE 


Everybody wants one! It’s a Christmas Card that's 
useful . . it’s an advertising give-away—a powerful 
business builder—and a safe-driving inducement all in 
one! Every driver of a car, motorcycle or truck wants 
to know his gas mileage and MILE-O-DIAL tells him 


exactly! Handy 4-inch square rotating dial pocket 


calculator, printed on durable lustre enamel stock in 
red and green, with your IMPRINT or ad in the cen- 
ter; instantly and accurately calculates gas mileage. 
Also supplied in all year round design. 

AMERICA’S HOTTEST ADVERTISING PREMIUM! 
Back of card has space for recording gas purchases 
miles traveled plus safe driving chart to show mileage 
per gallon at various speeds! Will be saved and used 
regularly—-and remind the driver each time he uses it 
who gave him MILE-O-DIAL. Supplied complete with 
mailing envelope and COSTS ONLY PENNIES. 

SEND FOR MILE-O-DIAL SAMPLES NOW! 

Enclose 25c to cover cost of mailing and handling 


KENWAY PRODUCTS 


Dept. 22512, 759 N. Milwaukee St., Milwaukee, Wisc. 
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intense interest we had created. 

The report, distributed to food 
packers, contained pages of clippings 
from some of the most important 
newspapers and magazines in the 
country; letters from the editors 
praising the lid flipper; and repro- 
ductions of some of the thousands of 
reply cards received from tv and 
radio commentators. “Tens of mil- 
lions Get Cap Facts as White Cap 
Educational Drive Begins,” an- 
nounced the report, and, as a sales 
clincher, in telling the “whys” of 
the campaign, “Object: To Tell 
Folks Why the Best Packers Use 
Pry-offs.” 


>The lid flipper is still serving the 
public relations ends we originally 
anticipated for it. Daily, we receive 
clippings showing how writers, more 
than a year after its introduction, 
still consider the lid flipper “good 
copy.” Of course, this is no accident. 
In addition to continuing personal 
contact among editors, our public 
relations representatives disseminate 
a steady stream of news and feature 
stories to newspaper food and busi- 
ness editors, wire services and press 
syndicates, business publications, 
and national and local magazines. 
Even when stories do not deal pri- 
marily with the lid flipper, the opener 
is featured. When we developed a 
feature on “Ten Ways to Reuse Glass 


Food Containers,’ we emphasized 
that with the use of the lip flipper, 
the pry-offs are undamaged and 
ready for resealing. When we con- 
ceived the idea of an “emergency 


pantry shelf’ of easy-to-identify 
glass packed foods, we suggested in 
our copy that a lid flipper be handy 
for quick opening of the jars. In a 
feature praising assortments of 
glass packed foods as ideal Christ- 
mas gifts, we urge also sending a lid 
flipper as a thoughtful note. 


I believe our “project lid flipper” 
has seen one of the fullest utiliza- 
tions ever of the public relations 
mass communications channels of- 
fered by the thousands of newspa- 
pers, magazines, radio and television 
stations in the country. To date, we 
estimate that more than 200 million 
reader and listener impressions have 
been obtained for the lid flipper. 
With gratifying frequency, stories 
and scripts dealing with the opener, 
plus comment on the advantages of 
vapor-vacuum sealing for food pro- 
tection, have been seen and heard 
throughout the nation. 

Ideas on ways to keep our lid flip- 
per public information project going 
at full tilt continued. For the past 
two years, we have participated in 
the American Home Economics 
Assn.’s annual convention. With the 
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lid flipper serving as an interest ex- 
citer, we were able to project our 
full story on food protection. The 
home economists took home with 
them samples of the lid flipper and 
a comprehensive treatment on vapor- 
vacuum sealing in the form of our 
“Facts About Caps” bulletins. 


>We scored highly in the last two 
Food Editors Conferences, each at- 
tended by some 150 of the most influ- 
ential opinion leaders in the food 
field. These editors represent a cir- 
culation of 44,000,000 readers in the 
nation’s largest cities. With most par- 
ticipating companies presenting 
elaborate affairs, we “kept it simple.” 
Each editor received, at his or her 
room, a tastefully prepared basket of 
fresh fruit. In the basket, which was 
designed to be reused as a carrying 
case, was also a fruit knife and, of 
course, a lid flipper. A simple card 
informed: “This may not be the key 
to the city, but it’s the best little 
gadget in the world for opening pry- 
off vacuum caps.” 

The following day, the editors re- 
ceived a second lid flipper. This time 
it was attached to a press kit contain- 
ing story and picture material. We'd 
made our point, and the result was 
large headlines on food pages all over 
the country. 

Putting our story across to leaders 
among radio and tv commentators 
was our next task when we partici- 
pated in last spring’s meeting of the 
American Women in Radio and Tele- 
vision. After consultation with wom- 
en commentators, we decided on an 
unusual approach. We learned that 
many of the women tv commentators 
are on the lookout for good film ma- 
terial, and that a short “public serv- 
ice” film telling our story would 
result not only in an impressive 
presentation at the meeting, but in 
requests for use of the film on local 
stations. 

Six minutes was decided as the 
optimum time for such a film, again 
after consultation with some of our 
commentator friends. In effect, the 
six minute film substitutes for a 
guest on the commentator’s program 
and at the same time does not dom- 
inate the show. 

Having such a film produced had 
been considered for some time. We 
felt that the AWRT meeting offered 
the right time, place, and audience 
for a preview. Our film, “Making 
Time Stand Still—A Story of Food 
Protection,” uses the lid flipper as 
a “lead in,” then gives homemaker 
viewers a full account of food pro- 
tection with vapor-vacuum sealing 
and pry-off caps. 

Within the first three months the 
film was requested by more than 100 
commentators in 34 states, Hawaii 


and Alaska. It also will be offered 
to tv program directors for public 
service film programs and as a color 
film to schools, women’s clubs and 
other groups. In the years to come 
we expect that many millions of con- 
sumers will see our moviemaking 
effort. 


> At the AWRT luncheon, a member 
of the White Cap sales force was 
seated at each table, and this brings 
us to a very important part of our 
lid flipper pr program. We have 
trained our salesmen to act as publi- 
cists for the company in their ter- 
ritories. We’ve done this by publicity 
sessions at sales meetings and by 
supplying them with kits containing 
stories and instructions for place- 
ment with newspapers and radio and 
television people. 

As distribution of the lid flipper 
spread to new areas, salesmen cover- 
ing them were alerted. They’d al- 
ready received their publicity kits. 
Now we sent them lists of media 
people they could contact. 

Due to our preliminary spade 
work—publicity on the opener sent 
over a period of time to the very 
same media—the salesmen’s work 
was made considerably easier than 
it would have been had they gone 
in “cold.” 

We have tried to leave no stone 
unturned in our “operation lid flip- 
per.” We've even helped supply in- 
formation on the opener to tie-in 
with the promotional efforts of other 
firms. For example, United States 
Steel described the opener as a 
worth while example of a steel prod- 
uct in network tv film commercials, 
on the United States Steel Hour 
program. 


>In our very first news releases we 
declared that the lid flipper might 
very well help change American food 
habits. We felt that our prediction 
was becoming a reality when, to fur- 
ther promote the lid flipper, we 
worked with our food packer cus- 
tomers to change the traditional 
opening instructions on some 700 
million pry-off caps slated for pro- 
duction during the coming year. 

“To open, pry up” has been the 
standard instruction on our caps for 
nearly three decades. Homemakers 
all over America are familiar with 
those words. 

On the new caps, however, the 
instructions are changed to: “To 
open, use lid flipper!” 

Our public relations program, 
based on the lid flipper, is still in full 
swing. Already millions of lid flip- 
pers have been sold to homemakers. 

To sum up, we at White Cap are 
flipping our lids over the lid flippers. 

44 





You Can't Reproduce That! 


It's wise to know all the rules before you take 


By U. E. Baughman 
Chief, U. S. Secret Service 
Treasury Department 


>> AR is frequently asked questions 
concerning regulations governing the 
reproduction of coins, paper money, 
stamps, etc. The following article, 
published in the June issue of “Pho- 
toengravers Bulletin,’ presents the 
official “word” on this subject. 


Nearly 50 years ago Congress 
passed a law prohibiting the photo- 
graphing of obligations and securi- 
ties of the United States, which in- 
cludes our paper money. In the past 
half century many newspapers and 
magazines have violated the law, 
mostly because they did not know 
about it, or because they decided it 
did not apply to newspaper or maga- 
zine illustrations. This article is an 
attempt to clarify such misunder- 
standings. 

Actually there are two Federal 
laws which affect reproductions in 
the likeness of paper money and 
other obligations of the United 
States. One is Title 18, U. S. Code, 
Section 474, which reads in part: 

“Whoever prints, photographs, or 
in any other manner makes or exe- 
cutes any engraving, photograph, 
print, or impression in the likeness 
of any such obligation or other se- 
curity, or any part thereof, or sells 
any such engraving, photograph, 
print, or impression, except to the 
United States, or brings into the 


photographs of Uncle Sam’s coins, currency, or even stamps. 


United States any such engraving, 
photograph, print, or impression, ex- 
cept by direction of some proper offi- 
cer of the United States * * * shall 
be fined not more than $5,000 or 
imprisoned not more than fifteen 
years, or both.” 


>The other law is Title 18, U. S. 
Code, Section 475, which was amend- 
ed June 16, 1951, to read as follows: 

“Whoever designs, engraves, prints, 
makes, or executes, or utters, issues, 
distributes, circulates, or uses any 
business or professional card, notice, 
placard, circular, handbill, or adver- 
tisement in the likeness or similitude 
of any obligation or security of the 
United States issued under or au- 
thorized by any Act of Congress or 
writes, prints, or otherwise impresses 
upon or attaches to any such instru- 
ment, obligation, or security, or any 
coin of the United States, any busi- 
ness or professional card, notice, or 
advertisement, or any notice or ad- 
vertisement, whatever, shall be fined 
not more than $500.” 

Of great importance is the fact that 
both laws prohibit reproductions “in 
the likeness of” obligations of the 
United States—and Section 474 also 
carries the words, “or any part 
thereof,” which means that the pho- 
tographing or printing of any design 
which is in the likeness of any por- 
tion of an obligation or security of 
the United States is unlawful. 


>For the sake of further clarity, 
here is a definition of the words, “‘ob- 


ligation or other security of the 
United States,” as given in Title 18, 
U. S. Code, Section 8: 

“The term ‘obligation or other se- 
curity of the United States’ includes 
all bonds, certificates of indebted- 
ness, national bank currency, Fed- 
eral Reserve notes, Federal Reserve 
bank notes, coupons, United States 
notes, Treasury notes, gold certifi- 
cates, silver certificates, fractional 
notes, certificates of deposit, bills, 
checks, or drafts for money, drawn 
by or upon authorized officers of the 
United States, stamps and other rep- 
resentatives of value, of whatever 
denomination, issued under any Act 
of Congress, and canceled United 
States stamps.” 

The laws are plain. You cannot, 
without proper authority, make an 
engraving, print, or other impression 
of an obligation or security of the 
United States, or any part of such 
obligation or security. You cannot 
make, circulate or use any adver- 
tisement in the likeness of any such 
obligation or security, or part 
thereof. 

The term “proper authority” in- 
cludes certain exceptions in the form 
of regulations prescribed by the Sec- 
retary of the Treasury with respect 
to postage stamps and savings bonds 
and stamps. These regulations are 
explained elsewhere in this article. 


> What danger lies in making photo- 
graphs of money, or advertisements 
which resemble money? The U. S. 
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Secret Service, which is charged with 
the enforcement of the counterfeit- 
ing laws, has had cases where news- 
paper photographs of counterfeit 
paper money have been clipped from 
papers and passed as genuine notes. 
It has had cases where so-called 
“play money” and even “rubber 
money” has been successfully passed 
as the real thing. 

Most counterfeit bills today are 
made by photoengraving processes, 
which begin with a photographic 
negative. There is no implication that 
a reputable publisher would photo- 
graph a $10 bill to illustrate a story 
in his publication, and then use the 
negative to produce a counterfeit 
plate, but in at least one case the 
Secret Service arrested an employe 
of a newspaper who used the paper’s 
facilities after hours to make plates 
for counterfeit $1 bills. The photo- 
graphic negative of money which is 
made with good intentions and which 
later falls into unscrupulous hands is 
one danger which the strict enforce- 
ment of the law can prevent. 

It is possible, of course, to photo- 
graph paper money so that no part 
of the money is “in the likeness” of 
genuine money. The distance of the 
camera from the object, the angle at 
which the photograph is taken, the 
sharpness of focus, all are important 
factors in avoiding a degree of “like- 
ness” which would be in conflict with 
the law. The safest way to avoid a 
violation, of course, is to refrain en- 
tirely from photographing paper 
money, Government checks, or other 
obligations. 


>As we have seen, a U. S. stamp 
(postage or Interval Revenue), can- 
celed as well as uncanceled, is an 
obligation of the United States. How- 
ever, regulations of the Secretary of 
the Treasury, issued under Title 18, 
U. S. Code, Section 504, permit pub- 
lication of illustrations of U. S. post- 
age stamps, in black and white only, 
and only for philatelic purposes in 
articles, books, journals, newspapers, 
or albums (including the circulars 
or advertising literature of legitimate 
dealers in stamps or publishers of or 
dealers in philatelic or historical ar- 
ticles, books, journals, or albums). 
Such illustrations, though, must be 
of a size less than three-fourths or 
more than one and one-half times 
the size of the original stamps. 

The same law permits black and 
white illustrations, for philatelic 
purposes only, of foreign revenue 
stamps if from plates so defaced as 
to indicate that the illustrations are 
not adapted or intended for use as 
stamps. It also permits black-and- 
white illustrations, for philatelic pur- 
poses, of foreign postage stamps 
without limitation as to size, and 
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black and white illustrations of such 
portion “of the border of a stamp of 
the United States as may be neces- 
sary to show minor distinctive fea- 
tures of the stamp so illustrated, but 
all such illustrations shall be at least 
four times as large as the portion of 
the original United States stamp so 
illustrated.” This latter restriction 
would apply to U. S. Internal Rev- 
enue stamps, for example, which can- 
not be illustrated in their entirety 
without special permission of the 
Chief of the Secret Service. 

Special permission for publication 
of certain illustrations of currency 
and other obligations of the United 
States is occasionally granted when 
such illustrations are to be used for 
educational purposes. Any requests 
for this permission should explain 
specifically what is desired to be 
photographed and for what reason, 
in order that the authority, if 
granted, may be equally specific. 


> Illustrations of currency and stamps 
in color are not permitted, except 
that special authority has been 
granted to some philatelists to make 
color transparencies of stamps for 
philatelic purposes, with the provi- 
sion that no opaque reproductions 
will be printed. Also, the Attorney 
General of the United States has ren- 
dered an opinion that restrictions on 
stamp illustrations did not apply to 
“demonetized stamps” of foreign 
governments—that is, stamps issued 
by governments no longer in exist- 
ence, or foreign stamps which are not 
valid as postage in the country of 
origin. Such stamps may be repro- 
duced without restriction as to size 
or color, but the Treasury Depart- 
ment holds that the burden of proof 
as to the demonetized status of the 
stamps so illustrated is upon the 
publisher. 

Under regulations of the Secretary 
of the Treasury (Title 31, Code of 
Federal Regulations, Part 405) illus- 
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“I hate to see you go, Decker. You were 
our best engraver.” 


trations of U. S. savings bonds and 
savings stamps may be made for pub- 
licity purposes in connection with 
the campaign for the sale of such 
bonds and stamps, but illustrations 
of savings stamps must be less than 
three-quarters, or more than one 
and one-half, in linear dimension, 
of each part of such stamps. The 
making of any reproduction of a sav- 
ings bond or savings stamp in any 
other manner is prohibited. 

> Before July 16, 1951, the Federal 
laws prohibited illustrations of coins, 
but on that date an amendment was 
adopted (Public Law 79, 82d Con- 
gress, approved July 16, 1951), which 
removed the restriction on photo- 
graphs and printed illustrations of 
coins. The law, however, does pro- 
hibit the manufacture, sale, or use, 
of “any token, disk, or device in the 
likeness or similitude as to design, 
color, or the inscription thereon of 
any of the coins of the United States 
or of any foreign country issued as 
money, either under the authority of 
the United States or under the au- 
thority of any foreign government.” 

When illustrations or reproduc- 
tions in the likeness of paper money 
or other obligations of the United 
States are brought to the attention of 
the Secret Service, they are discussed 
with the U.S. attorney in the judicial 
district concerned. Although it is 
unlikely that criminal prosecution 
will be brought against first offend- 
ers who have unwittingly violated 
the illustration law, most U. S. attor- 
neys request the Secret Service to 
seize printing plates, negatives, and 
stocks on hand of printed material 
which, in their opinion, constitute a 
violation of the Federal laws. More 
drastic action may be necessary, of 
course, if an offense is repeated after 
warnings have been given. 

The U. S. Secret Service makes 
every effort to be as cooperative as 
possible with publishers and adver- 
tisers. At the same time, it has an 
important law-enforcement duty to 
perform. For some 88 years the 
Secret Service has been responsible 
for the suppression of counterfeiting 
in the U. S., and it is most anxious 
to give publishers and commercial 
advertisers a better understanding 
of some of the difficulties it faces in 
exercising this function in order that 
they, in turn, may cooperate with 
the Secret Service toward a fair and 
efficient program of continued pro- 
tection of the currency and other 
obligations and securities of the 
nation. 

Any questions or requests for ad- 
ditional information may be for- 
warded to the U. S. Secret Service, 
Treasury Department, Washington 
25, D. C., or to the nearest Secret 
Service field office. 44 





Pioneer Receives Award . . . Seriously ill 
“‘Lex’’ Claybourn is presented with the 
First Letterpress Award for his contribu- 
tion to letterpress printing. 


Lex Claybourn Receives 


First Letterpress Award 


L. W. “Lex” Claybourn, pioneer 
of modern letterpress color printing, 
was presented with the first Letter- 
press Award on Sept. 26 in Milwau- 
kee by the International Association 
of Electrotypers & Stereotypers Inc. 

The association gave Mr. Clay- 
bourn an electrotype plaque citing 
him for “outstanding contributions 
to the letterpress printing industry 
by the effective use of electrotypes 
and stereotypes and for his insistence 
on precision in printing.” 

Seventy-two years old and an in- 
valid since the earlier part of this 
year, Mr. Claybourn started in the 
printing business in 1907. He is con- 
sidered responsible for many of the 
innovations and basic principles of 
modern letterpress color printing 
used today. 

Besides the Letterpress Award, the 
IAES also contributed a check for 
$500 to the Claybourn Fund, insti- 
tuted in July 1955 by Claybourn’s 
friends to help him through his se- 
vere illness. 

Two more Letterpress Awards will 
be presented by the association this 
year. 44 


Haloid Co. Announces 
Xerography Development 


Xerography can now provide a 
fast, simple and inexpensive way to 
prepare positive-working metal off- 
set plates, according to Haloid Co., 
Rochester, N. Y. 

The key to the new method is a 
10x15” translucent film called a 
XeroX Trans-Positive Sheet, onto 
which any type of original document 
may be copied by xerography. The 
sheet—which is in effect a positive 
film—is then transposed on a positive 
working, pre-sensitized metal plate 
and both are exposed to an ultra- 
violet light. 

The light acts upon the sensitized 











Advertising Agencies 
like Our Service ..... 


"Kaufmat" reproduction 
pleases their clients. 


Direct Pressure “Kaufmats" require two less steps between 
the’ original engraving and the final printing plate than 
either ad electrotype or plastic ad plates. 


“Kaufmats” provide faithful reproduction at approximately 
70% less cost also, package, postage and pattern 
plate charges are drastically reduced. 


"Kaufmats" are as close to the originals as they can be! 
They are equivalent to a job electrotype or pattern plate. 
Tear Sheets prove their quality. 


“Kaufmats" are always the same size as the pattern they 
are molded from. We guarantee 200 mats from each 
pattern plate. 


A CHALLENGE: We welcome a split run for comparison of 
“Kaufmat" reproduction with results from either ad electro- 
types or plastic ad plates. 


ALSO . . . Producers of quality Direct 
Pressure Dry Mats and the Special Mat. 
TEAR SHEETS, service, delivery and price 


information gladly furnished upon request. 
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WET PROOFS 
THAT ARE 


GENUINELY 


S»> & Every set of 
plates intended for four 
color wet edition printing is 
both flatted and final proofed 
on modern four color ‘wet’ 
proofing presses. 


€ ugra “ CHE 9° J, MO. 


Beautiful Color Work Outstanding Black & White 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 
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Complete, accurate and 
prompt COVERAGE of— 


e Consumer Magazines 
e Trade Journals 

© Farm Periodicals 

e Labor Papers 

@ Religious Publications 
e Medical Journals 

@ Society Magazines 

@ College Periodicals 

e House Organs 


AMERICAN TRADE PRESS 
CLIPPING BUREAU 


15 East 36th Street * New York 10, N.Y. 
Telephone: LE 2-5969 


coating in all areas of the plate except 
those shielded by the opaqueness of 
the image in the XeroX Trans-Posi- 
tive Sheet. After exposure, the metal 
plate is quickly developed and fin- 
ished and is then ready for the offset 
duplicator. Fusing of the XeroX 
Trans-Positive Sheets is done by 
vapor instead of heat, and for this 
purpose Haloid is introducing a sim- 
ple XeroX Vapor Fuser as a standard 
accessory. 

Since this method requires no neg- 
ative, masking or opaquing, the 
Xerography way of preparing posi- 
tive-working plates, says the com- 
pany, needs no darkroom facilities 
and can result in a saving of approxi- 
mately 60%. The saving in time is 
even more spectacular, since the 
“waiting period” drops from approxi- 
mately 48 hours to about 10 minutes. 

44 


Color Litho Offers New 
Photolithography Method 


Information and samples on a new 
method of photolithography devel- 
oped at Eastman Kodak are being 
offered by Color Litho Inc., Cleve- 
land. 

According to the company, this 
new method achieves the effect of 
a four-color process with only three 
colors—magenta, yellow and cyan— 
at a substantial saving in costs. For 
example, Color Litho says a set of 
3-color separations up to 8x10” 
image area costs only $75 and the 


customer gets 48-hour service at no 
extra charge. 

Photolithography is done through 
scientifically controlled photo me- 
chanical processes, exclusively from 
color transparencies from 35mm and 
up. Offset plates are furnished by 
Color Litho Inc., or the customer 
can use his own plates from the full 
color separations received. The color 
separations are supplied in either 
negative or positive halftone form. 

Color Litho Inc. also provides data 
on progressive proofs. Further in- 
formation is available. 


For your copy circle No. 310 on the 
Readers’ Service Card inside back cover. 


Towne Studios Introduce 
Photographic Aid for Artists 


Artists who need to reproduce ex- 
act likenesses or enlargements of 
photos or sketches will be interested 
in the development of a new prod- 
uct called Art-Aid. 

A photosensitive “canvasette” ma- 
terial, Art-Aid will “take” a photo- 
graphic image of any subject the 
artist wishes to paint the exact size 
he wishes to paint it, leaving the 
image ready for the artist to paint in 
oils or casein. 

Produced by Towne Studios, Som- 
erville, N. J., Art-Aid can be used 
with any photograph, drawing, 
thumbnail sketch, etc. The actual 
painting area varies from 8x10” to 
30x40”, with additional material to 
wrap around the edges of the 
stretcher. 44 
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advertising managers! 
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Color stats in Use .. . Joe Zarrillo, art director at Hixson & Jorgenson, Los Angeles 
agency (left), and G. E. Keeney, owner of Rapid Colorprint Service (Glendale, Cal.) — 
developer of the Chromastat color photocopy process—plan a merchandising campaign 
using color stats of full-color ads. Hixson & Jorgenson supplied client’s salesmen with 
Chromastat prints of forthcoming ads to sell market managers on stocking Simple Simon 
pies in anticipation of heavy traffic when the ads run in Sunday newspaper roto sections. 
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How to 


MERCHANDISE 


in the 


RETAIL 


ee ee 


MARKET 


Minnesota Mining boosts sandpaper sales with 
easy-to-use display cabinet, how-to-do-it booklets 
and simple, accurate selection guide. 


What happens when a manufac- 
turer decides to offer an industrial 
product to the retail market? What 
type of merchandising program must 
be developed? How is consumer in- 
terest aroused? 

When a coated abrasives manufac- 
turer elected to make two wholly 
industrial sandpapers available to 
consumers, it was found that: 

e Home sandpaper users seemed 
convinced that sandpaper meant 
hard work. 

e The industrial sandpaper identi- 
fication system was confusing. 

e Retailers’ sandpaper stocks were 
large and unwieldy. 

The dilemma was one at which 
merchandisers looked long and often. 

Then came the rise in do-it-your- 
self enthusiasm, and the opportunity 
for a strong merchandising program 
with the how-to-do-it theme as a 
keystone. 


> Analyzing the over-all problem, 
Minnesota Mining & Mfg. Co., St. 
Paul, determined to give sandpaper 
a personality, to present it to the con- 
sumer as another cutting tool for the 
home and to the retailer as an easy- 
to-sell, profitable item. 
This was done by: 

e Initiating a simplified grit system 
which cast aside hard-to-remember 
numbers and symbols. 

e Calling to the attention of the con- 


sumer the availability of profes- 


sional-quality sandpapers, so he 
could enjoy more satisfying results 
with less effort. 

e Making available to consumers 
free how-to-do-it folders which rec- 
ommend the right types of sandpa- 
pers for specific jobs. 

e Making attractive, “self - selling” 
displays available to retailers, and 
providing them with an indexed grit 
guide which makes sandpaper easier 
to sell. 


> The firm’s merchandising program, 
worked out to meet special phases of 
the merchandising problem, has 
lifted sandpaper selling out of the 
grab-at-random bracket, making its 
uses clear and its selection swift and 
accurate. 


1. The problem . . . Too many grits; 
confusing grit and mesh designations. 
e The answer ...A simplified grit 
system to replace on the retail level 
the industrial sandpaper markings, 
such as 3/0, 120 or 000. Under the 
new system 3M selected five grits of 
sandpaper for bare wood sanding and 
labeled them very coarse, coarse, 
medium, fine and very fine. Then, 
three grits of sandpaper were added 
for quality finishing: very fine, extra 
fine and super fine. This cut the num- 
ber of grits from more than 20 (all 
of which are still used industrially) 
to seven. 


2. The problem 


Average con- 


Pia 


sumer still used ordinary sandpapers. 
e The answer . Introduction by 
3M of its professional quality sand- 
papers—aluminum oxide and silicon 
carbide—to the retail market, to sup- 
plement flint and emery, which had 
long been household _ standbys. 
Aluminum oxide paper, under the 
“Production” trademark, was mar- 
keted for a wide range of uses on 
bare wood and metal because of 
its hardness, long life, and penetra- 
tion. Waterproof paper made with 
silicon carbide, known as “Wetor- 
dry” Brand, was recommended for 
obtaining fine, lustrous finishes on 
any surface. Garnet paper was placed 
in the retail line for exclusive wood- 
working use. These sandpapers made 
it possible for do-it-yourselfers to 
achieve professional results in their 
repairing and refinishing projects. 


3. The problem . Which grit? 
What type of sandpaper to use? 

e The answer ... Publication of a 
series of how-to-do-it booklets for 
free distribution to consumers by 
retail hardware, paint and lumber 
outlets. These booklets, based on 
common home projects, such as re- 
finishing marred furniture and metal 
surfaces, give a complete list of all 
tools and materials needed to do the 
job, including specific grits and kinds 
of sandpapers and step by step pro- 
cedures for their use. As a companion 
for the booklets, 3M designed for 
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You can tell 
your story better by 


¢ color lithography 


You can show 
your product better by 


¢ color lithography 


You can save 
on printing costs by 


¢ color lithography 


.». FOR FINEST QUALITY 
FOR DEPENDABLE DELIVERY 
FOR GREATEST VALUE 


ask anyone about 


the MEEHAN TOOKER co., inc. 


160 VARICK ST., N.Y.C. 13 * AL 5-3260 
DIRECT MAIL * DISPLAYS © FOLDERS * BOOKLETS 
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We Have Never Missed A Delivery Date! 
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plus factors 


QUALITY 
Durable Rubber is your one 
source for the finest and most 
complete line of pressure 
sensitive adhesive pads which 


KEEP YOUR DISPLAYS UP. 
SERVICE 


All sizes and quantities avail- 

able for prompt shipment. 

Displays tested at no extra 
charge. 

you use the finest 

when you use 


PARA-STICK 


TWIN-STICK 
101-201-301 


CEIL-STICK 
HANG‘n STICK 


Durable 


RUBBER PRODUCTS CO. 
609 W. Lake St. @ Chicago 6, Ill. 
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store reference an indexed sandpa- 
per grit guide, showing samples of 
sandpapers and listing uses of each. 


4. The problem .. . Sandpaper was 
an under-the-counter item. 

e The answer... A compact, color- 
ful sandpaper cabinet, designed to 
simplify consumer selection of sand- 
papers, reduce selling time, and pro- 
vide a focal point in the store for 
home workshop materials. The cabi- 
net takes up less than a square foot 
of counter space and holds all of the 
simplified grits. 


>To further interest home crafts- 
men, articles were prepared to point 
out the differences in sandpaper 
(that aluminum oxide, for example, 
cuts faster and lasts longer than 
flint); instruct on its proper selection 
and use (such as using silicon car- 
bide paper with a light oil for high- 
gloss finishes); and explain some of 
the details in its manufacture (such 
as how synthetic abrasives are fused 
in furnaces to produce mineral 
grains with sharper, harder cutting 
edges). 

Prior to the initiation of merchan- 
dising programs of this type, selec- 
tion of sandpaper by a consumer was 
often haphazard. Recommendations 
of retailers were largely based on 
their own widely varying knowledge 
of the product. Except in a few in- 
stances, sandpaper stocks—large and 
unwieldy — were stored under a 
counter, where they could not be 
seen unless asked for. 

Now, with the aid of the grit guide 
and how-to-do-it pamphlets, retail- 
ers have for the first time a reason 
for stocking and recommending par- 
ticular kinds and specific grits of 
sandpaper, and the customer has a 
grit identification system that is thor- 
oughly understandable. 

Retailer interest in the program is 
reflected in the acceptance of the 
sandpaper cabinet and the simplified 
grit system. The combination makes 
their selling job easier, less time con- 
suming, and more profitable. To date, 
several thousand retail outlets have 
taken advantage of the new sand- 
paper sales promotional material. 

Even two years after the simpli- 
fied grit system was introduced, a 
direct mailing to thousands of re- 
tailers about the program brought a 
544% inquiry return—more than 
double the normal response to such 
mailings. In following up inquiries, 
a high percentage of those who ex- 
pressed interest took on the simpli- 
fied line of grits. 

Consumer interest is reflected in 
heavy demand for the how-to-do-it 
booklets and by the increased sales 
of professional quality sandpapers— 
aluminum oxide and silicon carbide 
—for home use. 44 


Versatile Card . . . Herb Cornelius, Littel- 
fuse sales manager, shows three jobbers 
how the new Littelfuse jobbers’ versatile 
display card works. The card, in black and 
yellow, is marked on the back for propor- 
tional trimming. The 24x30” card can be 
trimmed down to 20 4x20” for use where 
space is an important factor. Burton 
Browne (Chicago) is the agency. 


Survey Shows Salesmen 
Placing More Displays 


Distributor salesmen don’t get the 
credit they deserve for solid promo- 
tion work. They are often said to be 
just dodging in and out of retail 
stores asking for orders but never 
interesting themselves in point-of- 
sale material. Actually, they are put- 
ting up more display material in 
retail stores than ever before. 

That conclusion came from a sur- 
vey made by Cases magazine, a Cal- 
vert Distillers Co. organ. The survey 
covered 150 distributor salesmen 
who constitute a panel set up by the 
company from coast to coast to ob- 
tain a cross section of opinion on 
field subjects. 

The survey found that compared 
to two years ago, distributors’ sales- 
men were putting up 63% more 
point-of-sale displays today. Only 
5% were doing less of this work. The 
others either were doing as much as 
they have been doing or were unable 
to do anything of this kind because 
of legal restrictions. 


> Chief reasons why salesmen were 
doing more point-of-sale work are: 
1. They have found it helps move 
goods to the consumer. 

2. It means re-orders from the re- 
tailers. 

3. Displays today are more attrac- 
tive and the competition for display 
space is keener. 

The counter of the retail store is 
rated by one out of every three an- 
swers (33%) as the most effective 
spot in the store for point-of-sale 
material. Other answers are: 

e Window display most 

effective silences 
e Shelf display most effective...23% 
e Floor display most effective...19% 


> How to get retailer cooperation to 





permit placing of point-of-sale? The 

argument which moves most retail- 

ers is that the display will boost sales 

(40%). “Tie-in with current adver- 

tising” rates 27% of the answers. 

Others are: 

e Through friendship with the 
dealer 

e Attractive display ... 


Objections by retailers to permit- 
ting displays range as follows: 

Not enough space in outlet....38% 

Too much promotion; too 

many pieces skates 

Promotional material serves 

no purpose; wasteful 

Unsuitable material (cheap, 

oversize) - 

Retailers feature other brands 

(deals, slow movers) 

Miscellaneous objections 


Announce Animator 
For Hand Puppets 


The hand puppet can come to life 
and move automatically with a new 
animator announced by Gale Doro- 
thea Mechanisms Inc. (New York). 
At the same time, a synchronized 
flashing light in the little fellow’s 
head will allow him to be: 

e Blue in the face. 
e Red with anger. 
e Green with envy. 
e Yellow with fear. 

The puppet can be used to exclaim 
over a new product or process; fea- 
ture a special offer; or create excite- 
ment at the counter or window. An 
extra light can flash and dim in some 
other area of the display. 

The animator features a 110-volt 
solenoid motor and requires no spe- 
cial tooling, the company says. All- 
metal construction with clip-on 
plates makes it easy to mount in the 
field. The animator will handle most 
hand puppets on the market. 

A single mechanism, without pup- 
pet and large bulb, costs $4.85 in 
units of 50 and $2.50 in units of 
5,000. Additional details are avail- 
able. 


For your copy circle No. 312 on the 
Readers’ Service Card inside back cover. 


WANTED! 


Advertising Men 
With Sales-Making Ideas 


EE BIG REWARDS 


(Tip —you can get the ideas from the makers of 


CET T TL Self-Adhesive Papers) 


We have a file for you containing 
“Creative Uses for FASSON” ... 
a valuable collection of bulletins 
showing many profitable adver- 
tising and display applications for 
remarkable FASSON self-adhesive 
papers which are easy to apply 
without moisture, heat or glue and 


which stick tight to any smooth 
clean surface. These successful 
ideas range from specialized point- 
of-sale product feature labels to 
attention-getting mailing pieces. 
No doubt you can put some of 
them to work immediately for 
your clients ... or your company. 

After you have your file of “Creative Uses for FASSON” we'll 
keep sending you more “creative bulletins” you'll find useful. 


pe Mail the coupon today. Nothing to lose, much to gain! —— — 


AVERY Paper Company 


260 Chester Street, Painesville, Ohio 


Please rush me “Creative Uses for FASSON” 


Company 
Street 
City 


Zone 


State eared | 


| ae | 
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Vacuum Formed Sign Goodren 
Products, Englewood, N. J. introduces a 
vacuum formed, 3-D sign in self-adher- 
ing transparent plastic for displays or 
windows 


Goodren Corp. Introduces 
Vacuum-Formed Signs 


The development and production 
of vacuum-formed, 3-D signs of 
self-adhering, transparent plastic 
has been announced by Goodren 
Products, Englewood, N. J. 

An extension of the “Goodstix”- 
a transparent, self-adherent flat 
plastic sign—the company says the 
new signs present “dimension in dis- 
play,” an achievement not before 
possible. 

Not illusions, but actual displays 


Make AR ie SO 


pennies 


work like 
WE as 


Anywhere and everywhere, 

t-Tae Tih MRA o1-M hae Lael >t 4) 

there’s a super-durable Gleam- 
Tella -tame torial totic) 

or pennant by Hollywood that 
can make a penny budget do the 
work of dollars. 


Squeezed for new Sales Promotion 
ideas? Then send for our FREE Idea 
Book. You'll say it’s worth a million 


HOLLYWOOD 
eae 


116 East 32nd Street, New York 16. N Y 
aryl lal ORegon 9-4790 
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of true third dimension, these signs 
are designed for use on counter 
fronts, cash registers and walls in 
retail stores or bars. 

Listing many advantages for its 
vacuum-formed “Goodstix” signs, 
Goodren says they are economical 
and take only 10 to 20 seconds to be 
posted in any desired location. They 
are also easy to remove without 
marring a surface. 

Available in all colors and with 
pressure sensitive pricing numerals 
that are easy to apply, the “Good- 
stix” dimensional displays come in a 
maximum size of 24x36”. 

Printed on .0075 to .010 gauge 
transparent plastic, reproductions of 
line drawings, flexographic halftones 
and full color gravure are easily ac- 
complished. 

In addition to the store and bar 
displays, Goodren has designed spe- 
cial window signs with inverted 
framing. Additional information on 
all types of “Goodstix” dimensional 
displays is available. 

For your copy circle No. 313 on the 

Readers’ Service Card inside back cover 


Sales Promotion Offers 
Santa’s “Wishing Ring” 

A “give-away” to attract children 
and their parents at Christmas time 
is being offered by Sales Promotions 
Inc., New York, which created “San- 
ta’s Magic Wishing Ring.” 

Designed to borrow from the tra- 
dition of Aladdin and the Genie, the 
green ring with the silver bell en- 
ables the youngsters to wish to their 
heart’s content. When Santa places 
the ring on the child’s finger, he 
rings the bell and asks the child to 
make his Christmas wish. 

Ranging in price from 24¢ to 3\2¢ 
in lots from 1,000 to 25,000, these 
promotion rings are designed to fit 
any finger size. 

Additional details and samples are 
available. 


For your copy circle No. 314 on the 
Readers’ Service Card inside back cover. 


How’s Your Interior? 
Asks Clever Booklet 


Users of displays, whether in stores 
or at trade shows, will find a new 
approach to evaluating their displays 
through a 20-page booklet issued 
by S. S. Silver Interiors (New York). 

Called “Business Interiors—Office, 
Store and Showroom,” the booklet 
uses zany illustrations and informal, 
down-to-earth text to discuss the 
importance of lighting, color, sound 
control, traffic flow and special 
equipment as factors in display 
rooms, stores and business interiors 
in general. 


Cutting the Overhead .._ . This typical 
illustration from ‘’Business Interiors,’’ 20- 
page booklet by S. S. Silver Interiors, 
leads into a discussion of cutting overhead 
costs. 


“Hie yourself off to the front door 
of your establishment and enter like 
a curious stranger,” says the intro- 
duction of the booklet. “Take a sec- 
ond look at some of the unfamiliar 
corners... at the colors and lighting 

. at the way the traffic moves.” 
From here on in, the booklet dis- 
cusses specific factors with sugges- 
tions for improvement. 


For your copy circle No. 315 on the 
Readers’ Service Card inside back cover 


Lazy-Susan Stand . . . The customer buy- 
ing from this floor stand has 32’ of front 
shelf space before him, although the stand 
occupies only 32” of floor space. Designed 
and produced by Lawson & Lawson Inc. 
(New York), the stand has a special pat- 
ented bushing which allows each shelf to 
rotate independently, so a customer may 
inspect all of one shelf without disturbing 
someone examining another level. More 
details on the stand are available. 


For your copy circle No. 316 on the 
Readers’ Service Card inside back cover. 





Preferred Sources for Services and Supplies 


e Advertisements im this section limited to three inches 


Labeling and Packaging 


ESTABLISHED 1925 


MANUFACTURERS 
65-67 DUANE ST, NEW YORK 7,N Y 


WOrth 2-3296 
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STATEMENT OF THE OWNERSHIP, MAN- 
AGEMENT AND CIRCULATION REQUIRED 
BY THE ACT OF CONGRESS OF AUGUST 
24, 1912, AS AMENDED BY THE ACTS OF 
MARCH 3, 1933, AND JULY 2, 1946 (Title 39, 
United States Code, Section 233) 

Of Advertising Requirements published monthly 
at Chicago. Ill., for October 1, 1955. 

1. The names and addresses of the publisher, 
editor, managing editor, and business man- 
agers are: 

Publisher, G. D. Crain, Jr., Evanston, Il. 

Editor, S. R. Bernstein, Chicago, III. 

Managing Editor, R. S. Hodgson, Glenview, 
Ill. 

Business Manager, C. B. Groomes, Deerfield, 
Ill. 


2. The owner is: (if owned by a corporation, 
its name and address must be stated and also 
immediately thereunder the names and addresses 
of stockholders owning or holding 1 percent or 
more of total amount of stock. If not owned by 
a corporation, the names and addresses of the 
individual owners must be given. If owned by 
a partnership or other unincorporated firm, its 
name and address, as well as that of each in- 
dividual member, must be given.) 

Advertising Publications, Inc., 200 East Illi- 
nois Street, Chicago 11, Illinois. 

G. D. Crain, Jr., 110 Burnham PI., Evanston, 
Illinois; G. R. Crain, 110 Burnham PIl., Evans- 
ton, Illinois; S. R. Bernstein and A. B. Bern- 
stein, 5216 Blackstone Ave., Chicago, Illinois; 
O. L. Bruns and M. S. Bruns, 5826 N. Whipple 
St., Chicago, Illinois; Kenneth C. Crain, 238 
East 23rd St., New York City; C. B. Groomes, 
1052 Warrington Rd., Deerfield, Illinois; J. B. 
Miller and M. A. Miller, 409 S. Second Ave., 
Maywood, Illinois; B. G. Rehm and H. M. Rehm, 
4308 Churchill Rd., St. Matthews, Ky.; G. L. 
Hamlin and E. K. Hamlin, Route 1, Vandalia, 
Michigan ; Mary C. Sanders, 611 Barton Place, 
Evanston, Ill.; M. E. Crain, and E. F. Crain, 
2909 Sheridan Rd., Chicago, Ill.; Jessie W. 
Crain, Box 2059, Carmel, California; Jane C. 
Ivie, 549 Addison Street, Chicago, Il. 

3. The known bondholders, mortgagees, and 
other security holders owning or holding 1 per- 
cent or more of total amount of bonds, mort- 
gages, or other securities are: None. 

4. Paragraphs 2 and 3 include, in cases where 
the stockholder or security holder appears upon 
the books of the company as trustee or in any 
other fiduciary relation, the name of the person 
or corporation for whom such trustee is acting; 
also the statements in the two paragraphs show 
the affiant’s full knowledge and belief as to the 
circumstances and conditions under which stock- 
holders and security holders who do not appear 
upon the books of the company as trustees, hold 
stock and securities in a capacity other than 
that of a bona fide owner. 

5. The average number of copies of each issue 
of this publication sold or distributed, through 
the mails or otherwise, to paid subscribers dur- 
ing the 12 months preceding the date shown 
above was: (This information is required from 
daily, weekly, semi-weekly and tri-weekly news- 
papers only.) 

G. D. CRAIN, JR. 
Publisher 
Sworn to and subscribed before me this 23rd 
day of September, 1955. 
(Seal) EDITH M. STEGER 


(My commission expires April 3, 1956.) 





Stock Art 


FREE SAMPLE—Yours to use without cost. 
Create sparkling layouts for ali printed 
matter with scissors and paste-pot. The 
Brand New Clipper—new in size, format, 
features, content, color techniques, ideas. 
Get sensational introductory offer. No obli- 
gation —no salesmen. Address Multi-Ad 
Services, Inc., Box 806G, Peoria, Illinois. 


. for more details circle 408, page 93 
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Pick a Bonus 
Combination... 


Here’s a pack- 
age deal that’s 
fit to be tied and | 
wrapped for| 
economy! Com- 
bine your insertions in any | 
two—or three—of these! 
publications, 


| 
| 
e Advertising Requirements 
e Industrial Marketing | 
e Advertising Age | 


issued by 
Advertising Publications, Inc. 


By combining your total 
number of insertions you 
earn the best frequency 
discount for each, and the 
minimum rate-holder 
regulations apply for 
maximum economy. 


* 


Advertising 
Requirements 
200 E. Illinois Street, Chicago 11 





Advertising Services 


BRILLIANT 


MADE TO YOUR Tile ih 
rr 
PV aR T 


DECALS °%422 HOUGH AVE. 
for more details circle 351, page 93 


oe CLEVELAND 3, OHIO 


Signs 


VITRALUME SIGNS 


in Lifetime Porcelain E; 
Advertise nears 
any Size ... Shape... Colors 
PORCELAIN ENAMEL FINISHERS 


3221 W 30th St. * Chicago Pe 
. for more details circle 415, page 93 


STEEL tow csstsn.cianty 


Point of Purchase Signs 


Firmly constructed of 26 gauge 
steel. Ventilated. Smart, and 
simply styled. Popular sizes. 


For Plastic Get details and our low prices. 
SIGNS YARDER MFG. CO. 
725 Phillips Ave., Toledo 12, Ohio 


for more details circle 437, page 93 


STORE NEGATIVES AND 
ARTWORK 


Steel Filing Cabinets 
Steel Cabinets - Priced Low 


Write for Catalog 4 


FOSTER MANUFACTURING COMPANY 
13th and Cherry Sts. Phila. 7, Pa. 


seececucel 


MOC 


for more details circle 382, page 93 
Art and Photo 


CAMERAS — ART AIDS $485 & UP 
$ SAVERS PRINTING 


nian a 
aLecey aLict 


SILK SCREEN 
THE MERRITT LACEY CORP. 
| 3) CENTRAL AVENUE NEWARK 3, HM. 4. 


i 
y 
| 


WRITE FOR CATALOG AR 


for more details circle 398, page 93 
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insert pages. If you desire additional information concerning the products 
er services offered by any AR advertiser, all you need do is to circle the 
number on the Readers’ Service card corresponding to the number shown in 
the index. The same numbers appear at the bottom of the advertisements. 


The “key number” preceding the name of each advertiser listed below 
ww - corresponds to a number on the Readers’ Service cards on the following 
advertisers 


SERERREREEOREEEERERREERRERERREREEROCEREERRRCRR SERCO ERCOORRROREREERESEEERERREREREREERECRORERERRREERERRERCEREERCERRRREERRCECEEERORERERECREROSEGERRERRERCORRGOOTEROOROCOOCRRCRERECR GRRE REOREOEEREEGEREERECCEREGRCERRRCGRRREEReeRReeEE 
Readers’ Readers’ 
Service Advertiser Page Service 

Number Number 


Advertiser Page 


Iii 


351 Allied Decals Inc... — 391 International Color Gravure, Inc. 2 


352 American Mail Advertising, Inc. .. 50 392 Intertype Corporation - ; Inside Front Cover 
355 American Trade Press Clipping. .. 86 394 Kaufmann Mat & Stereotype Co., The 85 
353 American Type Founders <n 393 Kenway Products 81 
354 Avery Paper Company... : . 89 395 Kier Photo Service 34 


356 Bacon's Clipping Bureau. . 37 396 Kleen-Stik Products, Inc. 14 
358 Baker & Associates, L. Wm. Lo 397 


357 Bartz, F. H. . 398 


Kurshan & Lang Color Service 31 
Lacey Corp., Merritt... . 91 
Belford Co., Inc. . 56 399 Letter Shop, The_..... . 50 


359 Black Box Collotype Studios, Inc. Back Cover 400 Letter Shop Inc., The 48 


360 Bostitch . 55 401 Lewis Artist Supply Co. 31 


361 Brodie Advertising Service 48 


Major Photo Co.... 34 
362 Buffalo Photo Company 33 402 Meehan-Tooker Co., Inc. 88 


363 Bullard, Inc., Howard O..... 78 403 Mergenthaler Linotype Co. 18 

Bundscho, Inc., J. 15 404 Metal Arts Company............. 80 
364 Cantine Company, The Martin 10 405 Minnesota Mining & Mfg. Co. 7 
365 Capex Company, Inc., The_..... 73 406 Monsen-Chicago - 74 
366 Cauger Service, Inc., A. V._..... 69 407 Moss & Co., M. E. 56 


367 Champion-International Company 408 Multi-Ad Services . . 91 


368 Champion Paper & Fibre Co... 409 National Flag & Display Co. 44 
369 Chicago Cardboard Company 31 410 


Naz-Dar Company . 13 


Clement Co., J. W. 411 Oxford Paper Co...... 60 


Collins, Miller & Hutchings, Inc. 16 412 Picture Recording Company... 37 


Colourpicture Publishers, Inc._..... 50 413 Pioneer Rubber Company, The... 80 
Craftint Manufacturing Co., The . 


Crocker Co.,. Inc., H. $............ 56 


Pontiac Engraving and Electrotype Co. oe 


Porcelain Enamel Finishers _ 91 


Dean Color Laboratories, Inc., David. 33 Presto Process Co......... oe 


Dot Engravers, Inc........ 86 Publishers Book Bindery, Inc.. . 53 
Du-Plex Onvelope Corporation 50 Radiant Color Co. . 66 


Durable Rubber Products Co. . 88 Rapid Copy Service, Inc. . 32 


Eastern Corporation. .._Inside Back Cover Remington Rand Inc...... ~ 
Elbe File & Binder Co., Inc... . 56 Robertson Sign Co. 46 
Eureka Specialty Printing Company . 52 Sander Engraving Co., Inc. 15 


Eye-Catchers, Ine. .......... serene Se nbc Sebastian Studio —....... . 8l 


Filmatk Studios __. ... 69 Sersen’s Imprinting, Inc.. 56 


Filmotype Corp. - a Service Bindery Co., Inc. 54 


Foster Manufacturing Co... . Shorecolor, Inc. -.......... . 8 


Friedman Associates, Estelle. . 16 Sloves Mechanical Binding Co., Inc. . $5 


Gair Company, Inc., Robert... cg St. Regis Paper Company 
General Exhibits & Displays Inc.. 32 Standard Tag Co. . 91 


General Outdoor Advertising Co. .. 44 I DO sieserese 43 
Goodren Products Corp. . 46 Underwood & Underwood 32 
Graphic Systems . 38 Union Rubber & Asbestos Co. 31 
Haberule Co., The . 31 Warwick Typographers, Inc. 77 
- Hammermill Paper Company 63 Weber Co., F........ 30 
Heinn Company, The . Western Pen Co., Inc.__... . 80 


Hollywood Banners..... 10, 32, 90 Yarder Manufacturing Co., The . 91 
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301/Circle on Readers’ Service Card 
New Shopping Bag Uses 

. «+ full-color brochure describes use of 
shopping bags as a promotional tool. Sea- 
sonal designs as well as printed copy in 
one to four colors are shown. Bags come 
in three sizes, small, standard and jumbo. 


(Page 62) 


302/Circle on Readers’ Service Card 
Wheelwright Portfolio 

- » » Mead Sales Co. offers a new portfolio 
of Wheelwright Highlight Covers. Includes 
cover and insert pieces printed by offset 
lithography, letterpress and screen proc 
ess. (Page 62) 


303/Circle on Readers’ Service Card 
Plastic Rapid-Ribbons 

. - - Samples and information on new elas- 
ticized plastic ribbon loops for packaging 
ideas are available from Rapid-Ribbon 
Corp. Imprinted message can be designed 
for product (Page 59) 
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308/Circle on Readers’ Service Card 
Nylon Paper 
. . - details on commercial nylon paper are 
available from Riegel Paper Corp. The com- 
pany says the synthetic nylon paper is 
almost impossible to tear by hand and is 
highly resistant to chemical attack. 
(Page 67) 
308/Circle on Readers’ Service Card 
Programatic Flexowriter 
. . - information on a new automatic type- 
writer that reads edge-punched cards or 
punched paper tape and automatically pre- 
pares documents for date processing is 
available from Commercial Controls Corp. 
Machine serves for both preparing the 
master cards and tape. (Page 77) 


310/Circle on Readers’ Service Card 
Photolithography 
. samples and information on a new 
method of photolithography that achieves 
the effect of a four-color process with three 
colors are available from Color Litho Inc. 
(Page 86) 


311/Circle on Reuders’ Service Card 
Santone Case History 

. . « brochure illustrating examples of San- 
tone engravings is offered by Sander En- 
graving Co. Inc. Line artwork is shown in 
two colors. (Page 32) 


312/Circle on Readers’ Service Card 
Puppet Animator 

. - - details on hand puppet animator with 
flashing light in head are available from 
Gale Dorothea Mechanisms Inc. The puppet 
“comes to life’ and moves automatically 
with the new animator, according to the 
company. (Page 89) 


313/Circle on Readers’ Service Card 
Vacuum-Formed, 3-D Signs 

. . - information on the development and 
production of vacuum-formed, 3-D signs of 
self-adhering, transparent plastic is avail- 
able from Goodren Products. The company 
says the new vacuum-formed signs present 
“dimension in display.” (Page 90) 


304/Circle on Readers’ Service Card 
Folder on Plastic Containers 
. . » Mlustrated folder on molded plastic 
containers is available from M&L Plastic 
Corp. For the “custom” look, the company 
suggests containers imprinted with brand 
name, trade mark or selling message. 
(Page 59) 
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* Please send me the following: 


New Package Appeal for Your Store 

. . » two-color leaflet describes various 
uses for “Self-Stik” package wrapping store 
tape. Tape is available in six attractive 
colors—red, white, blue, green, yellow and 
orange. 


items mentioned in editorial columns: 301 302 303 304 305 306 307 308 309 310 
311 312 313 314 315 316 317 318 319 320 321 322 323 324 325 326 327 
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(Page 59) 
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306/Circle on Readers’ Service Card 
Portable Stage 
... details on new series of portable 
stages for use at shows and exhibits are 
available from Commercial Picture Equip- 
ment Inc. Emphasis on lighting, side cur- 
tains, wings and valance is shown. Built 
to specifications for purchase or rent. 
(Page 73) 


307/Circle on Readers’ Service Card 

Prize Letterheads 

. .. “Eight Letterheads” is the title of the 
new portfolio offered by Howard Paper 
Mills Inc. Eight outstanding letterhead de- 
signs created by eight leading contemporary 
designers are shown. (Page 66) 
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314/Circle on Readers’ Service Card 
Santa’s Wishing Ring 

. . « details and samples of “Santa’s Magic 
Wishing Ring,” a new “give-away” item 
for children and parents, are being offered 
by Sales Promotions Inc. Rings are de- 
signed to fit any finger size. (Page 90) 


315/Circle on Readers’ Service Card 
Business Interiors 
. . » booklet designed for users of displays 
in trade shows or stores is offered by S. 5S. 
Silver Interiors. The subjects of rent, labor, 
lighting, color, sound control, traffic pat- 
terns and special equipment are discussed. 
(Page 90) 


316/Circle on Readers’ Service Card 
Lazy-Susan Stand 

. » « details on Lazy-Susam floor stands are 
available from Lawson and Lawson Inc. 
Stand is designed so that shelves rotate 
independently of each other. (Page 90) 
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Will be Paid 
by 
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317/Circle on Readers’ Service Card 
Photostat Folder 

. . » Rapid Copy Service offers a 4page 
folder of photostats, photography and print- 
ing. Lists 19 ways photostats can be used 
in the graphic arts. (Page 33) 


318/Circle on Readers’ Service Card 
Type Faces at Work 
. . « leaflet reporting trends in type prefer- 
ences is offered by Mergenthaler Linotype 
Co. Leaflet tells ranking Linotype faces of 
the past 15 years and also gives summary 
of the ten most popular faces of 1955. 
(Page 46) 


319/Circle on Readers’ Service Card 
Buttons and Badges 
. » « 32-page catalog listing complete line 
of sales buttons and badges is offered by 
Wendell-Northwestern Inc. Key tags, coins, 
trophies, plaques, award ribbons, lapel 
tabs and pins are also shown in catalog. 
(Page 46) 
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320/Circle on Readers’ Service Card 

M-B Test Strips 

- +» test strips of M-B paints and beads 
designed for reflectorizing any sign or sur- 
face are available from the M-B Corp. 
Folder gives information on hy-lite sign 
kit and hy-lite beads, and the application 
of each. (Page 46) 


321/Circle on Readers’ Service Card 
Folder on Incentive Awards 

- - - incentive award folder is available 
from Edwin W. Lane Co. Folder gives in- 
formation on trophies, plaques, commercial 
gifts and promotional items. (Page 46) 


322/Circle on Readers’ Service Card 

Dip Girls of 1956 

- ..- samples and details on presentation 
piece “Dip Girls of 1956” are available 
from Mead Board Sales Inc. Demonstration 
piece is an important development in 
weatherproof outdoor sign boards, accord- 
ing to the company. (Page 46) 


323/Circle on Readers’ Service Card 
Responda-Letter 

. » - information and samples on complete 
mailing unit that features a built-in reply 
card are offered by Cabot’s Inc. (Page 48) 


324/Circle on Readers’ Service Card 
Trade Show Invitations 

. - samples and details of novel eight- 
page invitations designed to look like 
a loose-leaf binder are available from 
The Heinn Co. Mailer is printed in two 
colors. (Page 48) 


325/Circle on Readers’ Service Card 

TDC Table Viewer 

. . » details of TDC table viewer for stereo 
slides are available from Bell & Howell. 
Viewers are designed for use by small 
groups in fully lighted rooms, according 
to the company. (Page 40) 


326/Circle on Readers’ Service Card 
Visuroll 
- + @ twoway training aid that doubles 
as a blackboard or projection screen and 
rolis-up for easy traveling is described in 
a leaflet offered by Hiller Visual Aids. 
Designed for “On The Spot” presentations. 
(Page 38) 


327/Circle on Readers’ Service Card 
Table-Top Collator 

. - - illustrated brochure on a _ portable 
table-top collator is available from Thomas 
Collators Inc. Unit is designed to meet the 
needs of the smaller office. (Page 56) 
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EXCELLENCE IN FINE PAPERS 


Eastern Corporation, Bangor, Maine 
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make BLACK BOX your rirst 


CHOICE... FOR SCREENLESS 
COLLOTYPE PRINTING 


Quickest Way to Reach Anyone . . . . Anywhere! 


LOW COST 
LONG DISTANCE 
TELEPHONE 
SERVICE 


Wherever you are... 
we're as near as your phone! 


Distance need not separate you from the low cost, 

high quality Black Box Collotype* service. 

Your telephone gives speed to your words and Black Box 

puts your words into action. Whether you’re 100 or 1000 miles 
away our fast, overnight service and careful supervision 

give you the same prompt service that we give to a local account. 
Call us collect and find out for yourself. And find out 

how Collotype printing can solve your problem, too. 


*Often referred to as photo-gelatin. 


BLACK BOX produces 
Display Material for over 
1000 Independent telephone 


exchanges through the 
Telephone: AVenue 3-0262 TELEPHONE ADVERTISING 


BLACK BOX COLLOTYPE STUDIOS, INC. Xi er, Se 


vy  Photo-Gelatin Printers ¥% 
Our New Address: 4840 W. Belmont Ave., Chicago 41, Ill. Collotype is perfect for 


; Cincinnati Des Moines Detroit Inglewood, Calif. Kalamazoo = Minneapolis St. Louis . displays, ad enlargements, 
~ Plaza 1-4218 3-1221 Woodward 5-7030 Orchard 1-1642 5-6165 Rockwell 9-7789 Olive 2-0202 - N translites, posters, etc. 
i A In fact, Collotype is the 
: happy blending of quality and 
low cost for most short run, 
full color jobs. 


‘WRITE FOR FREE PORTFOLIO OF SAMPLES 


. for more details circle 359, page 93 





